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For the first time in the soft drink indus- 
try’s history, a complete compilation of whole- 
sale beverage price levels-in the major mar- 
kets in each of the 48 States—is now available. 
The painstaking research work required in ob- 
taining this important price information was 
begun by N.B.G. many months ago, and is 
presented complete in this issue in two forms: 
a beverage price map of the U.S. coupled with 
a supporting state-by-state price listing. 
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An important contribution to the bottler’s 
welfare also appears in this issue. It’s an article 
which answers a question vital to every bot- 
tler: “How Much Sugar Inventory Should . 
You Carry?” Insofar as we know, this subject 
has never been analyzed before by any trade 
publication (and we frankly feel somewhat 
guilty about that). Nevertheless, as every cost- 
conscious bottler knows, sugar is the major 
ingredient going into the production of soft 
drinks, and any savings that may be effected 
through more astute purchasing of this com- 


th iS crown red U ces H ad Ng - U DS modity are bound to be substantial. We there- 


fore recommend this data to all readers. 






You can 
tel why... 
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Try it yourself! Run your thumb across the underside of an 


Armstrong Crown. Notice how smooth it is—there’s no rough ; 
While we point with pride to these “firsts”, 


we hope they will not divert attention from the 
many other important developments and fea- 
tures covered in this issue. There’s a full 
report, for example, on the debut of soft drinks 
in flat-top cans . .. a round-up of the hardest 
hitting summer promotions ever undertaken 
by the soft drink industry . . . consumer sur- 
veys in 19 cities .. . a major story on the carry- 
home carton which today is one of the bottler’s 
most powerful selling tools .. . a case history 
of how a plant cut its materials handling costs 
through the fork-lift-and-pallet system. There 
also are several articles covering various as- 
pects of the big-and-growing food store mar- 
ket, which offers valuable merchandising 
pointers to bottlers. We trust that our readers 
will find some time from what is undoubtedly 
their biggest summer season yet to study 
some of this material. 


burr, no sharp edge. This means less friction in crowner 
chutes. Crowns flow smoothly, take position instantly. You 
get fewer hang-ups and skips. 

This burr-free underside also minimizes scratching, re- 
duces dust, speeds capping. 

Make your next order Armstrong’s “Hi-Speed” Crowns. Test 
them on your own lines. You'll find their smooth performance 
can actually increase the efficiency of your operation, help 
you step up production. For details, contact your Armstrong 
office or write Armstrong Cork Company, Glass and Closure 
Division, 5508 Coral Street, Lancaster, Pennsylvania, 


Armstrong’s Hi-Speed Crowns 


Western Representative: 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 
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Wyoming Coke—Seven-Up Operator 
Bows Soft Drinks In Flat Top Cans 


A line of soft drinks in flat top 12-ounce cans 
was introduced in a five-state area last month bv 
the Sheridan Brewing Co., Sheridan, Wyoming, 
which operates the local Coca-Cola Bottling Co. and 
distributes Seven-Up in the territory. 

(For complete details, see story beginning on 


page 77.) 


Beverage Prices Continue To Advance 


Soft drink prices moved upward in several mar 
kets last month, and significantly, there were in- 
dications that price breaks were imminent in a 
number of. strong hold-the-line areas. 

@ In eastern Kentucky, practically all bottlers 
raised to $1 per case, after having initiated a $1 


deposit structure several weeks previous. The 


+ ’ 


raisers” included Coke, Royal Crown and Dr. Pep- 


per plants. 


@ In East St. Louis, Illinois, the St. Louis Coca- 
Cola Bottling Co. increased from 96c¢ to $1.10 be- 
cause of “general conditions’. This followed similar 
price boosts by other bottlers in the territory. (Sev- 
en-Up and B-1 raised to $1.20.) 


@ In Chicago, price boosts were effected by at 
least 20 bottlers. Typical were price increases by 
Bostelmann-Hydrox, which increased from $1.35 to 
$1.45 on quarts, 95c to $1.10 on 10 ounce, and &5c 


to $1 on smalls. 


@ In the northeast, Coca-Cola Bottling Co. of 
N. Y., Inc., following the signing of a new wage 
contract, increased from 96c to $1 in all areas cov 
ered by the firm’s 15 plants and 12 warehouses in 
New York, New Jersey and Connecticut. Philadel- 


phia Coca-Cola went to $1 a couple of weeks earlier 


@ In Bogalusa, Louisiana, the local Coca-Cola 
Bottling Co. announced a price increase “with much 
regret’. Said the company: “‘We are no longer able 


to maintain our present price to our dealers.” 


@ In Little Rock, Arkansas, C. N. Bellingrath, 
president of the Coca-Cola Bottling Co. of Arkan- 
sas, took cognizance of recent price increases in sur- 
rounding territories, stating they ‘may spread 
around.” He added: “At present, we are not going 
to make a change, but we and others may be forced 


into it by economic conditions” 


Sugar Up Again—Highest 
Price In 30 Years!!! 

The price of sugar was boosted by leading refiners 
last month to $8.85 per hundred pounds f.o.b. refin 
ery the highest level in 30 vears. At the same time, 
the price of “Bottlers’ Sugar’’ was boosted to $8.90 

The increase was effected in the East, South and 
Midwest by several refiners, including two of the 
biggest. National Refining and American Refining. 
Observers believed that the Far West price ($8.80) 
and the New England price ($8.75) would be boosted 
shortly, too. 

The sugar price advance followed by a few weeks 
a blunt charge by the Industrial Sugar Users Group 
that the Sugar Act “is being used as an instrument 
to maintain a high domestic sugar price, and quotas 
allowable thereunder are at a level contrary to 
the interest of the general public.” 

The sugar users made this statement in voicing 
opposition to U.S. participation in any international 


sugar agreement. 


Canada Dry Bows Dietetic Drink 
—The Sixth Parent in Field 


Canada Dry Ginger Ale, Ine., last month intro 


duced a dietetic, sugar-free ginger ale in the metro- 
politan N. Y. market, thus adding major parent 
company impetus to the widening trade interest in 
non-caloric beverages. (Distribution of the product 
was sharply curtailed by a labor strike which was 
still continuing at the time of this writing.) 


The product, called “Glamor”, is produced in a 
12-0z. no-deposit bottle, and retails at two bottles 
for 29¢. Significantly, however, dealer and consumer 
advertising for “Glamor” will emphasize the value 
of the sugar-containing product for most users. 


Canada Dry is the sixth parent company name to 
appear on a dietetic beverage. The others are Cott, 
B-1 (‘Trim’), Clicquot Club, White Rock (“Dieto- 
nic’) and Mission. The latter two are also recent 


offerings, the “‘Dietonic’” beverage being debuted 
last month by White Rock Bottlers of Los Angeles, 
and the Mission sugar-free product introduced at 
about the same time in the metropolitan N. Y. area 


by Plaza Beverages, of Long Island City, N. Y. 
Cott’s sugar-free beverages have been marketed 
for about a year, B-1 “Trim” for about five months, 
while Clicquot Club’s line was debuted two months 
ago. However, the biggest seller in diet drinks is 
“No-Cal” which is produced by an independent 
Kirsch Beverages, of Brooklyn, N. Y. Approxi- 
mately 100 other bottlers are now producing diet 
drinks, according to reliable trade estimates. 





CANADA DRY TALKS FACTS 


.-.- about soft drinks and sugar-free drinks 
... about a new, top-quality, dietetic drink 
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A DIETETIC, SUGAR-FREE, GINGER DRINK FOR 
YOUR SPECIAL CUSTOMER REQUIREMENTS 


NO Jonger must people on restrictive diets deprive themselves 





ger This new 
GLAMOR brim with Canada Dry quality, We believe it we be 


the best of all dictene ginger drinks, and we recommend it for 


those customers of yours who m 





We do wot recommend Glamor 





Ale, “the Champagne of Ginger Ale which contains ingredients 
that are needed to meet normal energy and food requirem 
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This dealer ad for Canada Dry’s new diet drink, 
“Glamor”, recommends the product only for those con 
sumers “who must reduce their caloric intake.” 














"Super" Can Advertising Toned Down 
As Trade Criticism Mounts 


Industry criticism of the advertising for canned 
“Super” soft drinks, recently introduced by Cantrell 
& Cochran’s Walter S. Mack, Jr., continued to mount 
last month—-with the result that many of the erro- 
neous references to bottled soft drinks have been 
deleted in new advertising copy. 

Early advertising for “Super” boldly inferred 
that consumption of soft drinks in glass bottles was 
unsanitary and hazardous. Such were the irrespon- 
sible charges that many media including the New 
York Times, N. Y. Herald-Tribune, WNEW (N. Y.) 
and CBS-Radio, refused the Super advertising. Ad- 
ditionally, various factors in and out of the trade 
immediately voiced strong resentment against the 
Super ads and this criticism has continued to 
swell, 

The prominent advertising publication, “Tide”, 
called the Super ads “bad advertising and bad for 
advertising”. It also praised the media that refused 


‘ 


the advertising, “especially the more violent stuff”. 

The “Glass Packer’, tackling Mack’s inferences 
to the unsanitary properties of bottled drinks, ques 
tioned: “Could it be that Mack was such a front 
office executive at Pepsi-Cola ... that he never got to 


see the washing equipment in his bottling plants?” 


New Beverage Costs Data Available 


A 64-page report of the 1953 A.B.C.B. Cost Pro- 
cedures Conference is now available without charge 
to any A.B.C.B. member. The publication, entitled, 
“A Guide to Sound Profit Planning’, supplements 
and clarifies many important features of the 
A.B.C.B. basic profit handbook, ‘Manual for Profit 
Planning”, 
bottled soft drink manufacturers in achieving and 


which was published in 1950 to assist 


maintaining a sound profit structure. 

The report, a record of the lectures and discus 
sions, including questions and answers, which took 
place at the Conference, is helpful in explaining 
ways to use the available profit planning tools. Some 
highlights of the meeting included discussions of 
the following topics: Effects that price or volume 
changes have on profits; Methods for determining 
levels of profitable and unprofitable volume; Correct 
expense classifications and their behavior under nor- 
mal and abnormal conditions; Scheduling advertis- 
ing expenditures over a year for the most profitable 
results; and procedures whereby margins of safety 


can be recognized. 


St. Paul Bottlers Grant Big Wage Hikes 
Substantial wage increases recently were awarded 
employees of five St. Paul, Minnesota bottling plants 
under a new two-year contract. 
With four of the firms, the new contract report- 
edly calls for immediate wage increases of 15¢ an 








STATE CONVENTION SCHEDULE 
STATE CITY HOTEL DATES DAYS 
North Carolina Asheville Grove Park Inn Oct. 1-5-6, 1953 Sun.-Mon. 
Tues. 
Tennessee Oct. 8-9-10 Thurs.-Sat. 
Pennsylvania Pittsburgh Oct. 11-12-13 Sun.-Mon. 
Tues. 
Virginia Old Point Comfort Chamberlin Oct. 12-13 Mon.-Tues. 
Florida Jacksonville Roosevelt Oct. 18-19 Sun.-Mon. 
Connecticut Hartford Bond Oct. 18-19 Sun.-Mon. 
lowa Des Moines Fort Des Moines Nov. 1-2-3 Sun.-Mon. 
Tues. 
New Jersey Newark Robert Treat Dec. 1-5-6 Fri.-Sat. 
Sun. 
Georgia Dec. 6-7 Sun.-Mon. 
Missouri St. Louis Sheraton Dec. 6-7-8 Sun.-Mon. 
Tues. 
Massachusetts Boston Statler Jan. 11-12, 1954 Mon.-Tues. 
Alabama Mobile Admiral Semmes Jan. 24-25 Sun.-Mon. 
Mississippi Biloxi Buena Vista Jan. 31, Feb. 1-2 Sun.-Mon. 
Tues. 
California San Francisco Palace Feb. 1-2 Mon.-Tues. 
Washington Tacoma Winthrop Feb. 7-8-9 Sun.-Mon. 
Tues. 
Texas Galveston Buccaneer Feb. 8-9 Mon.-Tues. 
Wisconsin Milwaukee Schroeder Feb. 8-9-10 Mon.-Tues. 
Wed. 
Montana Bozeman Feb. 12-13 Fri.-Sat. 
Kentucky Louisville Brown Feb. 18-19 Thurs.-Fri. 
Hlineis Chicago Feb. 24-25-26 Wed.-Thurs. 
(Tentative ) Fri. 
Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Tues. 
Wed. 
New York New York City Mar. 21-22-23 Sun.-Mon. 
Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radison Apr. 20-21 Tues.-Wed. 
North Dakota Devils Lake Apr. 23-24 Fri-Sat. 
(Tentative ) 
South Dakota Apr. 26-27 Mon.-Tues. 











hour for inside workers plus another 10¢ an hour 
next vear. The raises, further, are retroactive to 
last May 1, except in the case of Coca-Cola Bottling 
Co. whose contract expired last April 1. 

One plant, St. Paul Bottling Co., agreed to make 
the entire 25c increase effective at once. 

For driver-salesmen, four plants increased com- 
missions by 2¢ a case, while Coca-Cola raised com- 


missions 3¢ a case, 


1954 Plant Training Course March 1-6 


The 1954 session of the one-week Training Course 
in Beverage Production and Plant Operation will 
be held March 1-6 in Washington, D. C. Plans are 
being made to accommodate up to 50 students, it 
is announced by Joseph Nerney, Attleboro, Massa- 
chusetts, Chairman of the A.B.C.B. Technical Ser- 


vices Committee. 


“Wall St. Journal” Thinks Beverage 
Biz ls Fine—Now 


The influential ‘‘Wall Street Journal’, which sev- 
eral years ago all but sounded the death knell of 
the soft drink industry, waxed brightly optimistic 
about the industry’s present position and future 
prospects in a big page one story last month. 

The “Journal” said that bottlers will “uncork a 
new sales record this summer’. .. that “many bot- 
tlers are expanding their plants”. . . that parent 
company sales are well up... and that the “soda 
pop upswing is occurring despite a trend toward 
higher prices in many parts of the country.” 

All told, said the business paper, “business is 
running well ahead of last year when consumption 
hit a record-shattering 1.1 billion cases.” 


(Continued on Page 8) 
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“Our experience with the now Consolidated Cork Small Fry Are Big Business 
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most in mind. 19 years of experience help us make the DEPARTMENTS 
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WARNER-JENKINSON MFG. CO, 


NO DELAY... for every order received before noon is shipped the same day! 


CREAM SODA 


Tingling and tangy ... delicious 





and satisfying ... this always-popular 
thirst quencher makes beautiful 
music on the cash register... 


Fruity Blend IF it's made with Red Seal Flavors 


1 oz 


Vanilla Character, 
No. 2 
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JACOBOWITZ CO., CHARLES S. 


KEENLINE EQUIPMENT CORP. 


KELVINATOR DIV., NASH-KELVINATOR CORP. 


KOHNSTAMM & CO., H. 
KOHNSTAMM, INC., V. & E. 


LADEWIG CO., ARCHIE 
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SEVEN-UP CO 
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SPECIAL ANNOUNCEMENTS 
SPECIALTY ENGINEERING CO 
SQUIRT CO 

STANDARD ELECTRIC MFG. CO 
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TRU-ADE 
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UNION SALES CORP 


VIRGINIA DARE EXTRACT CO 


WARNER-JENKINSON MFG. CO 
WILLIAMSON & CO., D. D 


YALE & TOWNE MFG. CO 
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Over 300 Liquid 
Pepsi-Cola Installations 


It is significant that the nation’s lead- 
ing bottlers rely on Liquid bottling 
machinery to safeguard the fine quality 
of their products. These major beverage 
producers know — Liquid’s advanced 
features and rugged dependability are 
a constant guarantee of quality control 


and product standardization. 
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96 Liquid Installations For Pepsi-Cola 
Plants In The Past 2 Years 


Here are a few of the recent major installations: 


Pittsburgh, Penna Miami, Florida 


Daytona Beach, Fla. Greenville, N. ¢ 


Atlanta, Ga Rocky Mount, N. C 
Kinston, N. C. Washington, D. C 
Corbin, Ky. Glens Falls, N. Y. 


_ LIQUID 
CARBONIC CORPORATION 


3100 South Kedzie Avenue ° Chicago 23, Illinois 
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Schweppes }, 
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for the carriage of Schweppes in America 


Schweppes of London selects richly printed, durable All- Kraft 


Bottle Masters to carry their famous Quinine Water throughout 


America on its nation-wide introduction, 





ATLANTA PAPER COMPANY 
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96c. Price Going Well In Houston— 
Despite Strong 80c. Competition 


A price boost to 96c executed independently by 
two Houston, Texas bottlers several months ago is 
faring well despite strong 80c competition, it has 
been reported to N. B. G. by George I. Haworth, 
manager of the local B-1 operation, one of the two 
plants involved in the boost. The other is Seven-Up. 

Reported Mr. Haworth: “Our 96c¢ price has af- 
fected our sales very little compared with the same 
period in 1952 at 80c. Dealers as a whole welcomed 
the increase and wonder why the balance of the 
bottlers do not raise their prices, 

“Some dealers have gone to 6c, 7c and 10¢ retail 
and report sales as usual. They state they cannot 
make any money at a 5c retail price under present 
day operating costs, and would like to see the other 
bottlers increase their wholesale prices. Frankly, in 
my opinion, had there been any concerted effort on 
the part of other nationally known beverages, we 
would all be enjoying a good volume at a profit.” 

Mr. Haworth further advised that: “Corpus 
Christi bottlers have raised to $1 and 80c deposit, 
except Coca-Cola and Dr. Pepper. With the excep- 
tion of Coca-Cola, all Galveston bottlers have raised 


to 96c in Brazoria County.” 


Pennsylvania Nixes Another Soft Drink 
Levy, Okays Sales-Use Tax 


The Pennsylvania legislature, after weeks of 
wrangling over revenue methods, has substituted 
sales tax and use tax measures for miscellaneous 
bills which would have reimposed a 20 per cent tax 
on soft drinks. Both houses passed the measures 
and the Governor has signed the bills, effective 
September 1. 

In interpreting the new tax law, the Assistant 
Deputy Attorney has decided that soft drinks are 
taxable at the 1°7 rate “unless purchased in bottles 
costing not more than 10 cents per transaction”. 

For all practical purposes, this means that mul- 
tiple-unit sales and quart bottle sales will be subject 
to the tax. 


Coke Bottler Wins Important 
Negligence Suit 

The Union City (Tenn.) Coca-Cola Bottling Co. 
recently won a unanimous jury decision absolving 
it of any negligence in preparing its soft drinks for 
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market. The case was started in 1951 and heard 
three times in Obion county court. 

The plaintiff, one Sam Davis, contended that his 
hand was permanently injured by an exploding 


Coca-Cola bottle. The defense attempted to prove 
that Mr. Davis struck and damaged the bottle as 
he was loading the vending machine at his garage 
and that the injury was due to his own negligence. 
The Coca-Cola firm, to substantiate its argument, 
presented specialists who conducted demonstrations 
on the bottling machinery in operation at its plant 
to prove that the issuance of damaged goods was 
practically impossible. 


Dr. Pepper Sales, Earnings Up 
For Second Quarter 

The Dr. Pepper Company continued its sales 
climb during the second quarter of 1953, with June 
marking the 42nd consecutive month in which sales 
increased over the corresponding month of the 
previous year, it was announced last month by 
President Leonard M. Green. 

He reported earnings of 40 cents per share after 
taxes for the quarter as against 35 cents in the 
same period of 1952. Gross profits in the second 
quarter this year were up 22 per cent over last, with 
net earnings after taxes of $279,417, as compared 
With $242,157 in the second quarter of 1952. 

This brought earnings for the first half of 1953 
to 53 cents a share, the same figure as the compar- 
able period last year. This was accomplished des- 
pite a 53 per cent boost in depreciation and an eight 
per cent hike in taxes this year, Green said. Earn- 
ings before taxes for the first half were $787,474 
compared with $759,439 last year. 

Green said Dr Pepper has expanded rapidly in 
the vending field. He said growing acceptance of the 
revolutionary Dr. Pepper cup vendor, introduced in 
May, was an influencing factor in the sales growth. 
He also reported that the number of plants bottling 
Dr. Pepper exclusively is at an all-time high. 


Advertising News 

Top 100 national newspaper advertisers in 1952 
included two parent companies—Coca-Cola and Sev- 
en-Up, according to figures recently compiled by the 
Bureau of Advertising. Coca-Cola invested $1,682,- 
395 in newspaper promotion last year, and Seven- 
Up, $1,088,131... Other major newspaper advertis- 
ing expenditures in 1952 were made by Canada Dry 
Ginger Ale, Inc. ($581,279); Clicquot Club ($50,- 
624); Cott Beverages ($105,400); Dr. Pepper 
($197,391); Bireley’s ($13,943); Nehi ($27,154) ; 
Pepsi-Cola ($621,962); and Hoffman Beverages 
($126,764 ) National NuGrape Company re- 
cently launched its first televsion show in the Dallas 
and Fort Worth areas. Significantly, the show fea- 
tures a general trade slogan, “Soft drinks are part 
of the American way of life’... . Recent Coca-Cola 


ads in grocer publications point out that “in the 





August, 1953 





DIESEL TRUCK 


Now expert instruction 
for your operators 
PROCEDURE ° SAFETY 
MAINTENANCE 


Every one of your operators should have ll 


this training! It’s designed by experienced 
materials handling engineers to make ex- 
perts out of beginners...can be adapted to 


provide experienced men with a short refresher course. 


And, because this YALE program is so complete, it can 
easily be varied to fit your exact requirements... your own in- 
dustry... your choice of YALE Gas, Electric or Diesel Trucks. 

Investigate... find out how proper training can mean more 
handling jobs done faster, at less cost...find out how to 
reduce costly, time-consuming accidents to men and ma- 
chinery...how to realize substantial savings in maintenance 
costs and increased Truck life. Just mail the coupon today. 


“Registered in U. S. Patent Office 


Here is the most complete training program 
in the materials handling field 


... for any make or model Industrial Truck 


To get the most from your investment in Industrial Trucks, you must 
use and maintain them properly. And, the best way to do this... the 
best way to realize the full, cost-cutting benefits of your equipment 
is to give every operator of every Gas, Electric or Diesel Truck this 
time and field-tested YALE training program...the most complete 
program of its kind available. 
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fm ——— (MAIL THIS COUPON TODAY - — ———- 


| The EZYWSELINNTA Manufacturing Co., Dept. 568 

| Roosevelt Blvd. & Haldeman Ave., Phila. 15, Pa. 

| Please have your local representative call to explain 

| how this training program can benefit me. 

| Company caeeemmeennn — 

| Nome___ — Title. 

a City en 
In Canada write: The Yale & Towne Manufacturing Company 

| $?. Catharines, Ontario, Canada 
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Relax on Profit Beach, Mr. Bottler! 


All you have to do is bottle Twitchell flavors... 


‘Cause you'll find that Twitchell-flavored bev- 
erages are crowd-pleasers everywhere—not only 
on hot summer days at the seashore, but in the 
home, the bowling alley, or down at the corner 
grocery store. People buy ‘em, taste ’em, like 
‘em, buy ‘em again. And that sort of interest 
won't take long to show up on the black ink 
side of your books! 

Want proof? Give these four fine Twitchell 
flavors a whirl . . . and see what happens! 


TWITCHELL'S STRAWBERRY CREAM 


A tasty, vanilla-type flavor with a clear, colorful 


Ss. 


inviting appearance and a delicious strawberry 
overtone that really pleases. 

TWITCHELL’S 400 ORANGE 

Something delightfully new in a rich orange 
flavor. Its fine, juicy color says: “Try Me!” 


TWITCHELL’S WT GRAPE 

Flavor does it here, too! A real-wine base 1s a 
good reason this is another Twitchell sales- 
builder. 


TWITCHELL’S BLACK CHERRY 
This eye-pleasing blend of cherry extract and 
natural flavors can’t be beat for taste enjoyment! 


Write today for prices, samples, or gallons. 


COMPANY 


84 years of service to bottlers 


CRESTMONT AND HADDON AVES. e CAMDEN 4, N. J. 





average store, $25 invested in a stock of Coca-Cola 
turns over 43 times... produces a gross return of 
$214.” 


Pepsi-Cola Six-Months Earnings Up 


Consolidated net income after taxes of Pepsi- 
Cola Company and its consolidated subsidiaries, for 
the first six months of 1953, was estimated at 
$2,775,000, or 48c per share, it was announced last 
month by A. N. Steele, president. This compares 
with a net income of $1,725,000, or 30c¢ per share 
for the comparable period of 1952. Estimated con- 
solidated income before taxes for the first six 
months of 1953 amounts to $5,840,000, as compared 
with $3,450,000 earned in the same period in 1952. 

Estimated second quarter earnings after taxes 
for 1953 amounts to $2,180,000 as compared with 
$1,550,000 for the same period in 1952. 

“Case sales by bottlers of Pepsi-Cola have in- 
creased in every month since September 1950 in 
comparison with the same month in the proceding 
year,” Mr. Steele said. 


News Briefs 


Waco, Texas bottlers recently initiated a 3c de- 
posit on six-bottle carry home cartons, 6c for 12- 
bottle carriers ... Reports have it that West Vir- 
ginia’s State Tax Commissioner is contemplating 
a suit to test the validity of the state’s soft drink 
tax against soft drinks powders, sirups and concen- 
trates ... Here’s another indication of the tremen- 
dous upswing in soft drink sales this year. Produc- 
tion of returnable beverages bottles for the first 
quarter of 1953 was 182°, higher than in the simi- 
lar period last year! ... Walter Mack’s new Super 
line of canned soft drinks recently debuted in Wash- 
ington, D. C. and Richmond, Virginia... Samuel F. 
Boykin, president, treasurer and a director of the 
Coca-Cola International Corp., died July 26. Mr. 
Boykin, 79, had been associated with Coca-Cola 
since 1919. 

Name of the big Pepsi operation in Chicago has 
been changed from General Bottlers, Inc. to Pepsi- 
Cola General Bottlers, Inc., “‘to identify the corpora- 
tion more closely with Pepsi-Cola”. Firm also ser- 
. One of the 
F.B.I.’s “ten most wanted” public enemies had been 


vices Kansas City and Des Moines. . 


working for a Memphis bottler at the time of his 


capture last month Average earnings of soft 


drink production workers in April reached $57.27 
for a 41.8 hour week—roughly $1.37 hourly 

Parent Squirt Company has launched a new product 
quality competition, with lots of valuable prizes in- 
volved . . . New owners of the nationally-known 
Huyler’s candy business plan to introduce a line of 
carbonated beverages ... 200 supply companies have 
already reserved exhibit space for the 1953 A.B.C.B. 
convention-exposition to be held in Chicago, Novem 


ber 9-12. 
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Nowhere else are the effects of the 
summer sun more apparent than on the 
beaches and at the seashore resorts. 
Cooling the body outside is not suffi- 
cient, however, hence the universal 


demand for refreshing, cold soft drinks. 
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Time For Stock-Taking 


_ that half the year has passed. a mid-season 
stock-taking seems appropriate. Where do we stand 
now and where do we go from here? 

Most trade observers view our present position 
as well up the incline toward full recovery from 
the doldrums of the past few years. The improve- 
ment is measured not alone in terms of sales. which 
have been record-breaking. It is gauged as well by 
the heartened—-and heartening —attitude of bottlers 
toward the possibilities of the future, and the posi- 
live moves they are making toward the goal of a 
prosperous, forward-moving industry. A solid foun- 
dation of proper prices, the attention given to cosi- 
control through adequate deposits, increased worker 
and plant efficiency and the tremendously active 
program of selling both new and old products by 


every possible means and method indicate that we 


Grocer, Grocer, Who Gets The Grocer? 


A MBERED among the thousands of food manu- 
facturers who are wooing the grocers of the nation 
are the bottlers of soft drinks. This is far from being 
unexpected, since the grocery store channels the 
bulk of soft drinks to consumers. The percentage of 
sales varies from about 1567 to 780. depending on 
marketing area, type of store. and the brand of soft 
drink involved. 

In publishing recently condensations of newspaper 
analyses of consumer buying habits. we showed that, 
in unvarying repetition, the grocery is the preferred 
shopping place for soft drinks among all types of 
outlets, The preference of consumers in this dire 
lion has gone as high as 987 and never seems to 
vo below 8067. Again. this is not unusual. since soft 
drinks are essentially liquid foods and sell best in 
food stores. 

The relationship between grocer and bottler ap 
pears to be a happy one, probably because it is 
mutually beneficial. If the bottler pampers and pets 


the grocer, if he strews his path with profits from 






have awakened to one challenge of a dynamic econ- 
omy. governed by the law of supply and demand. 

The balance of the current year, in terms of 
our interests, appears very good. We have a solid 
foundation of high national income and heavy con- 
sumer spending. We have surcease from the trials 
and tribulations of a shootin’ war. The national bud. 
get is dropping down and taxes are scheduled to do 
likewise. The price situation of the industry has 
reached an appreciably higher average level, profits 
are being made and reinvested in development of 
new lines, in full scale selling of the products, and 
in improvement of employee working conditions and 
income. And finally, the weather holds favorable. 

So our stock-taking shows the situation consider- 
ably different than it was only a year ago. [In most 
respects, it is greatly strengthened. 

Considering the long way we had to come, it’s 


a pretty good record, 


non-spoiling. easily handled, quick-turnover soft 
drinks. if he helps turn deposit money into addition 
al sales and helps sell other store products by tie-in 
promotions —if he does all these things and many 
more. its because sales through the grocery are big 
in volume and the shortest route to the bottler’s best 
market. the home. Who can therefore blame the 
bottler for lavishing his attention and affection on 
the gvrocer? 

But alas. the bottler is not the only. or the most 
favored suitor wooing the grocer. He must share 
the grocers favors with many hundreds of other 
food makers and packers. Sometimes the crowd of 
ager suitors is so large you cant see the grocer for 
the competition! 

So the bottler must press his courtship with vigor 
and determination. He must show his white-aproned 
friend that planting a little island display with soft 
drinks will grow the most dollars from his store 
floor space. 

This. more than anything else, will keep the 


romance blooming 











BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 
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LEGEND: 


[] Outlined areas—solidly higher prices. 
|. Shaded areas—prices moving upward. 
@ Redareas —solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, which give specific price ranges by selecting cities in 46 States, 
N.B.G.’s new monthly department continues its task of keeping the industry fully informed on 
the trend of wholesale beverage prices. 

The map shows a sharply defined line of demarcation between States generally at higher prices 


and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 


in simple outline. 
In order to make this department as accurate and timely as possible, we cordially invite our 


readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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BY STATES 

ALABAMA 
Cities 6-8 oz. 10-12 0z. Quarts 
Aliceville .96 
Anniston .96 
Birmingham .96 96 2.00 
Fayette .96 
Gordo .96 
Guin .96 
Jasper .96 
Montgomery .80 .80 
Mobile .80 .80 
Russellville 96 

ARIZONA 

Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix 80-1.10 .80-1.10 1.25-1.90 
Tucson 80- .90 .80-1.10 1.25-1.60 
Safford .80 80 1.25-1.60 
Douglas .80- .90 1.25-2.75* 
Yuma 1.10-1.20 1.20 1.25-2.10 
* $2.75 price is on no-deposit quarts. 

ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith .80 .80 
Jonesboro .80 .80 
Little Rock .80 .80 
Texarkana .80 .80 
Fayetteville 80- 85 .80- .85 
Camden* 80- .96 .80- .96 
Eldorado* 80- .96 .80- .96 
Fordyce* 80- .96 .80- .96 
* All ercept Dr. Pepper and Coca-Cola. 

CALIFORNIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento .90-1.30 1.35 1 .60-1.80 
Stockton .90-1.10 1.10-1.20 1.60-1.80 
Berkeley .90-1.20 1.20 1.25-1.60 
Oakland .90-1.20 1.20 1.25—1.60 
San Francisco .90-1.20 1.20 1.25-1.60 
San Jose 1.00-1.20 1.30 1.50 
Fresno 1.00-1.30 1.30 1 .60—2.00 
Bakersfield 1.20-1.30 1.30 1.60-2.25 
Pasadena 1.35 1.35 1.80-2.25 
Los Angeles 1.35 1.35 1.80-2.25 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1.20-1.35 1.35 |.60-2.00 


























COLORADO 
Cities 6-8 oz. 10-I20z. Quarts 
Denver 80- .96 .80-1.00 1.15-1.40 
Colorado Springs 1.20 1.30 1.15-1.40 
Pueblo 1.20 1.30 1.15-1.40 
Greely 1.00 1.00 1.15-1.40 
Sterling 1.40 1.40 1.20-1.60 
Trinidad .96 .96 1.20-1.40 
Alamosa 1.25 1.25 1.60 
Salida 1.25 1.25 1 .60—1.80 
CONNECTICUT 
Cities 6-8 oz. 10-12 oz. Quarts 
Waterbury 80-1.12 1.00-1.20 1.25-1.85 
Hartford 80-1.12 1.00-1.20 1.25-1.85 
New Haven 80-1.12 1.00-1.20 1.10-1.85 
Bridgeport 75-1.12 1.00-1.20 1.00-1.85 
DELAWARE 
Cities 6-8 oz. 10-12 oz. Quarts 
Wilmington 80- .96 .80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Washington .70-1.20 .80-1.20 .80-1.65 
FLORIDA 
Cities 6-8 oz. 10-12 0z. Quarts 
Pensacola .80 
Tallahassee .80 
Jacksonville* 80- .96 
Orlando* .B0- .96 
Lakeland 80— .96 
Tampa* .B0-— .96 
St. Petersburg* 80- .96 
W. Palm Beach* .80- .96 
Miami* .80- .96 
Key West* 80- .96 
all exrce pt Coca-Cola, which is .80. 
GEORGIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Atlanta .80 .80 | .60—2.00 
Augusta .80-1.00 .80-1.00 1.60-2.00 
Macon .80 .80 1.60 
Columbus .80 .80 .80 
Savannah 80- .96 .80- .96 1.60 
LaGrange 80- .96 .80- .96 1.60-2.00 
West Point .B0-— .96 .B0- .96 1.60—2.00 
Valdosta 80- .90 .80- .90 1.60 
Albany 80- 85 .80- .85 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Cairo 
Joliet 
Chicago 
Decatur — 
Peoria 


Rockford 


Cities 





Evansville 
Indianapolis 
Terre Haute 
Gary 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Alexandria 
Baton Rouge 
New Orleans 
Shreveport 


IDAHO 


























6-8 oz. 10-12 0z. Quarts 
.90 .90-1.00 1.60—1.80 
1.35 1.35-1.50 1.60—-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 |.50—1.80 
80-1.00 .80-1.00 1.60—1.80 
ILLINOIS 
6-8 oz. 10-12 oz. Quarts 
.BO- .96 .8B0-— .96 
1.20 1.20 1.60 
.75-1.20 .80-1.20 .80-1.90 
1.00-1.40 1.00-1.40 1.20-1.60 
.79-1.40 1.40 1.85 
.80-1.20 .80-1.20 1.00-1.60 
INDIANA 
6-8 oz. 10-12 02. Quarts 
80- .96 .96 1.25—1.60 
.80 .96 
80- .96 .80- .96 1.20-1.60 
.96—1.10 .96-1.10 1.20—1.40 
IOWA" 
6-8 oz. 10-12 oz. Quarts 
80- .96 .80— .96 1.30-1.85 
0-1.20 .80-1.20 1.30-1.85 
80- .96 .80-1.20 1.40-1.85 
.96-1.20 .96—-2.40 1.45-1.85 
80-1.20 1.20-2.40 1.30-1.85 
80- .96 .80— .96 1.10-1.85 
.80 80—- .96 1.10—-1.40 
.96—1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 07. Quarts 
.96 .96—1.10 
.80 .80 1.25—1.60 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
.96 
.80-1.12 96 
.70— .80 .96 
.80 .96 
.80 .96 
.80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz. Quarts 
.83-1.00 .83-1.00 
B1'/o-.83 .81!1/,-.83 
78-81, .81'/,-.82 
.96-1.00 .96—1.01 





(Continued on Page 83) 








Industry s Most Powerful Sales Tool!— 


THE CARRY-HOME CARTO 


/ HE carry-home carton is without dispute the soft 
drink industry’s most potent selling tool. 





Bottlers recognize it as their most effective meth- 
od of penetrating the big home market and develop- 
ing multiple sales; dealers like the quick, additional 
profits that a carton sale means; and consumers 
“vo for’ the carton’s easy handling and storage, as 
well as the savings that buying-in-quantity general- 
ly offers. 

How important a factor is the carry-home carton 
in the overall soft drink sales picture? Well, talk 
to any ten bottlers and several of them are sure to 
tell that their accounts for 
40°; or better of their total volume. Walk into any 


supermarket or grocery store, and you’re bound to 


you carton business 


find at least one eye-catching carton display or some 
impressive carton display racks. Look at the ad cam- 
paigns of the large and small parent companies, and 
you'll see the substantial emphasis on buying-in- 
cartons. 


Such is the high regard for the sales effectiveness A “choice location” for a carton display is shown here 
: eae : a na yrenlem a at the end of a check-out counter in one of Houston's 
of the carton that many bottlers constructed thei leading super mashets. 


own makeshift carriers during the war years when 





paperboard cartons were not available. 
that 


wards of 250,000,000 cartons annually. 


Currently, it’s estimated bottlers buy up- available in 3, 6, 12, and 24-bottle sizes—mostly of 


These are paperboard construction. But around the country 
you'll also find some aluminum and plastic carriers, 
too 

Although once a carton promotion was a special 


proposition, or reserved for special seasons or 
situations, selling soft drinks through carry-home 
cartons is today a day-in-and-day-out affair. 

For example, study the merchandising operations 
of the Dr. Pepper Bottling Co. of Houston, Tex. 
For years, this company has aggressively and con- 
sistently promoted carton sales to ring up continu- 
(The Dr. 


increase in the Houston territory for the first three 


ing increases in business. Pepper sales 
months of 1953 were equal to the increase for the 
entire year of 1952.) To further develop its carton 
business, the company is using increasing quanti- 
ties of carton display racks, and sets up mass carton 
displays in supermarkets and grocery stores when- 
ever and whenever possible. The mass displays aren't 
set up “just anywhere”, of course; they’re erected 
where they'll do the most good— near high-traffic 


locations like check-out counters, meat counters, ete 





Recently (in April), the company also began using 
This “mass display” is typical of some of the fine work 
being done on the 12-bottle carton promotion by Hous- 
ton Dr. Pepper. Location of this 75-case display was 
King Cole's Super Market. 


a 12-bottle carton and this larger carrier is held 
directly responsible for a good part of the plant’s 


ever-growing volume. 
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Another good example of a “choice spot” for a carton 
display is this one, adjacent to the meat counter. Note 
the neatness and convenience of this display. 





To be sure, the success of Houston Dr. Pepper 
and other bottlers in building carton business may 
be attributed at least in part to a widening recogni- 
tion by food store owners that the carton is a profit- 
able source of revenue—for them. Many dealers, 
in fact, actually go all out to promote carton busi- 


ness. 
What the Dealers Think 

A leading grocers’ publication, ‘“Focd Topics”, re- 
cently asked a number of dealers how they promote 
soft drinks in take-home cartons. Their answers, 
which contain some practical merchandising ideas, 
follow : 
Market, 550 Chalkston 
“We 
six-bottle carriers where people 


Sidney Pepper, Grade A 
Ave., Providence, R. I.: 
round supply of 


maintain a year- 
must see them whether they enter by the front or 
the the 


approach of warm weather, and the display is made 


side entrance. Merchandise is added with 


still larger before such holidays as Memorial Day, 
Fourth of July, and Labor Day. We also use many 
window posters.” 

Ceeil C. Brothers, 5885 Sunset , 


Turne wv, Tu ner 
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Drive, South Miami, Fla.:—“We keep a reach-in 
cold case stocked with all brands of soft drinks be- 
cause we realize that when a customer has a cold 
drink at the store, he usually takes some home. Dis- 
play racks furnished by manufacturers are nearby, 





with cartons attractively arranged. Cases are also 
stacked near the chilled drinks, and just inside and 
outside the front door. Our free delivery service 
also helps to sel! cartons and cases, since many 
patrons walk to the store and back home.” 

A.G. Fisher, Pioneer Food Store, 50 W. 139th St., 
New York:—‘In addition to mass displays of soft 
drinks, a fairly complete stock of carry-out packs in 


an open-top cooler is a must for successful sales. I 
have also found that it helps to have clerks tactfully 
suggest to patrons that they take home a couple of 
cartons.” 

Herbert C. Kirk, Tennessee Food Fair, 427 
Cherokee Blvd., Chattanooga:—“It is my opinion 
that anything really big impresses most people, so 
we build a mass display of approximately 100 car- 
rier-cartons of the six best-selling brands. Around 
the edges of this refreshment island, we arrange 
cases of the beverages, all year ’round.” 


The carry-home carton, it’s evident, is a tried- 
and-tested, sure-fire means of building beverage 
volume—in quantity. That this fact is appreciated 
by the dealers, as well as the bottlers, is further 
assurance that the industry’s sales curve will con- 
tinue to spiral upwards. 





New advances in display rack design also are respon- 
sible for the boom in carton sales. Carton display unit 
above, made by Frontier Mfg. Co., Dallas, wheels into 
any desired position in the store and presents the prod- 
uct in full view. Sloped shelves provide semi-automatic 
“dispensing”, a convenience which consumers appre- 
ciate. 
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CUTTING COSTS EVERY DAY 
IN LARGE PLANTS, SMALL PLANTS 


RCA 


Uncaser and Washer-Loader 
for Speeds of 80 BPM to 500 BPM 


8-WIDE washer, close coupled to RCA 


Uncaser and Washer-Loader 


In plants ot all sizes, the R¢ \ 
Uncaser and Washer-Loader ts at 
work every day—increasing bot- 
tlhinv-line efficiency increasing 


hotline ling produc tian 


16-WIDE washer, transverse-fed from 


RCA Uncaser and Washer-Loader ee ; { 3 At speeds of 80 to OO bottles 
pet minut on eight wide lines 
to 42-wide lines—in installations 
if 66 plants the RCA Uncaser 
nd Washer-Loader has proved 


it can deliver these big exfra 


yrofit adv intayes: 


@ Handle: 6- to 12-o2. bottles 

@ Unioads bottles from cases or cartons 
24-WIDE washer with straight-feed RCA @ Unioads bottles from cartons in cases 
Uncaser and Washer-Loader Installation @ Feeds bottles to washer automatically 

ae Feeds cases to conveyor line 

@ Unioads new bottles from shipping trays 

@ Cuts losses due to bottle breakage 

@ Cuts back-breaking manval work 

& Releases ¢ mploys es for better-liked jobs 


LAC; f the RCA Une eT nd 
W asher-Le ler i ! tf to fit 
YOu A he if tto tit you 
32-WIDE washer operation (duplexed 16 hotel , , ' le inal 
MOomtiiny plat! { i l () wip 
wide washers) fed by one RCA Uncaser : | 
v< j ques ‘ more | ront out of 
ery be | FOR INFORMATIO 
1 It. cool pe () 


c--------------------------- 


RCA Beverage Equipment, Dept. SIT 
Building 15-7, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


Please send me information on the 
RCA Ulnecaser and Washer-Loader. 





BEVERAGE EQUIPMENT SECTION 


RADIO CORPORATION 
of AMERICA 


ENGINEERING PROOUCTS DEPARTMENT. CAMDEN. N.S 


Name litle 
Company 
Address a -- - 


City ee 


RCA Y . . ad. ove 
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What's Your Big Problem? | 





“My major’ prob- 
lems are a_ pair 
price and labor. We 
operate principally in 





ARE THE KEY TO HIGH SPEED FEEDING a quart market and 
the going price of 
$1.20 is far too low. 
It should be $1.40 or 
Dies like this are used to cut and shape crown shells. higher. Every major 
Keeping them sharp and accurate is the key to mak- city has quart prices 
much higher than in 


Baltimore. But much 





ing smooth, fast-feeding crowns. < © sie 


We spare no expense, time or effort to make sure us we try, we can’t seem to get cooperation from 
bottlers. They entertain the mistaken idea that Coke 


that the dies on our stamping presses are always shar ' ; ae ; 
ping P eetstied P is holding them back; that’s twisted thinking, you'll 


. r . 7 a ‘ M4 " . . : 
and clean cutting. rhat 1S why CC S ( rowns give such agree. A price increase, to be effect ive, should be 
outstanding performance on today’s high speed bot- on a city-wide basis. As for our labor problems, we 


tling lines. Even at speeds of 300 or more per minute can’t seem to get a real day’s work from them. 


: Drivers are generally good workers, but a good, 
they feed smooth and free in hopper and crown chute. , 


effective salesman is a mighty scarce article. Per- 

This extra care in our plant . . . the way we con- haps ‘this situation mpeg ease off when the labor 
scarcity loosens up a bit. Harry R. Phillips, Phil- 

trdi.quality at every stage of manufacture . . . means lips Bros. Corp., Baltimore, Md. 

bette. performance and lower costs in your plant 

when yo use CCS Crowns. Crown Cork 

& Seal Co 

Md., Origina 

Largest Makers o, 


any, Baltimore 3, 
‘s and World’s 


‘rown Corks. 













“Inasmuch as I op- 
erate in the Pacific 
Northwest my _ prob- 
lem is similar to the 
problem of virtually 
all bottlers in his area. 
That is, cur per capita 
consumption of soft 
drinks is far below 


By carefully checking and measuring the 
the national average. 





greatly magnified silhouette of a crown 
We must sell the pub- 


shell on this comparator, the slightest sign 
AL GIESE lic on the value of soft 


of wear on the dies can be immediately 
‘ drinks to the point where the const “r includes 
detected and corrected. It is but one of I : he consumer include 


ping list. Far too many shoppers pass the soft 


one or more bottles or a carton i > weekly s , 
many tests that insure the constant accu- 1 carton in the weekly shop 





racy of CCS crown shells. 





drink displays without buying. Among other meth- 
ods that might be used I believe consumer sampling 


e 
bez by various companies would greatly assist in cor- 
Cit recting this situation; also, cooperative newspaper 


advertising outlining the merits of soft drinks as 


o kos : or 
a beneficial food product would be helpful.’’—Al 
Giese, Nehi Beverage Companies, Walla Walla and 
Spokane, Washington. 
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A mint or a maraschino cherry . .. pistachio ice-cream 
or a lime cooler... any food or any color in any season 


or any climate... for maximum appetite-appeal at 





the point-of sale specily National Certified Food Colors. 





Jniform dye-strength, solubility and brightness of 





shade in National Certified Food Colors are a direct 








result of precise chemical control at every step of 
our integrated production from basic raw materials to 
intermediates to finished colors. No higher standards 


of uniformity and purity can be consistently maintained. 


So to be sure, specify 


National 


Cre oe ae a ae 


0D COLD 


CERTIFIED COLOR DIVISION 


NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 





40 RECTOR STREET, NEW YORK 6,N.Y 


Boston Philadelphia Chicago Charlotte 
San Francisco Portiand. Ore Toronto 


hema’ 
















By the case and by the carton, delicious SunCrest flavors 
are headed home in a big way. Thirsty youngsters know there is pure 
enjoyment in SunCrest flavors. 

SunCrest’s a boon to bottlers, too! The same eye-catching 
bottle can be used for a wide range of popular SunCrest flavors. 
With such a cost cutter and a big, big market, SunCrest 


flavors are really tops with bottlers. 


Investigate SunCrest franchise openings today! 
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How Much Sugar Inventory 
Should A Bottler Carry? 


by B. W. DYER & CO. 
Sugar Economists & Brokers 
New York, N. Y. 


The right answer can save you money. 
Here are some of the important factors 
to consider. 


a sugar is a major cost ingredient enter- 
ing into the production of soft drinks, and impor- 
tantly, a cost which is known to fluctuate periodi- 
cally, every bottler should ask himself: 

“Am I carrying the proper amount of -sugar 


» 


stocks? Too much? Too little? And am I buying 


sugar at the right times?” 

These are difficult questions to answer, since there 
are so many factors entering into making a decision 
on sugar inventory, and also, since these factors 
are known to differ from one plant to another, and 
from one geographical location to another. How- 
ever, as a general rule, the bottler should carry 
a sugar inventory which will help him make the 
most money. 

How can a bottler determine the size of sugar 
inventory that will achieve this objective? To 
properly answer this, let’s consider the factors 
involved : 

Probably one of the most important factors which 


each bottler tries to estimate is the present and 


August, 1953 


NEW PROFIT-MAKING MATERIALS HA 


“"HYSTER 


Wherever materials are moved—you'’ll find 
Hyster on the job...reducing handling costs 
by as much as 75%! 


Progressive industry leaders everywhere depend 
upon Hyster Dealers for the NEW profit-building 
IDEAS in their own particular industry, Because of 
their everyday contact with all industries, Hyster 
Dealers are in an advantageous position to originate 
or pass on these ideas...ideas that so often have 
changed profit-cating into profit-making situations 
...ideas that can help you to spot and stop profit 
leaks in your business! 

Hyster — the most complete line of industrial 
trucks on the market —is brought to you by one of 
the world’s most efficient dealer organizations. Over 
300 Hyster Dealers all over the world will be glad 
to offer you the recommended materials handling 


Bo Sure to Call HYSTER Before You Buy ANY Liff Truck J 


HYSTER COMPANY — Four Factories: Portland, Oregon; Danville, Illinois; Peoria, Illinois; Niimegen, The Netherlands 


one of the oldest names 
in materials handling 


practices in your industry plus rentals, parts and 
field service. They also offer recommendations on 
the use of over 100 attachments which enable your 
Hyster Lift Truck to handle efficiently almost any 
type of load —whether it be in the form of bales, 
bags, bricks, bottles, bundles, boxes, or barrels! 
Take your first step to higher profits today by call- 
ing your Hyster Dealer... or write for Catalog 1258 
on Hyster Lift Trucks and Catalog 1266 on Hyster 
Attachments to: ® 
HYSTER COMPANY 

2950 M.. €. CimGROMOS Wess ccc iakcinsovas Portland 8, Oregon 


ee ee ee ey ee ee Danville, Illinois 
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SALES 


CALCULATOR 








future demand for his product. General business 
activity and consumer purchasing power has a 
definite influence on demand, although, because of 
the relatively low cost of soft drinks, the demand 
is less elastic for these products than for more 
expensive items. 

The seasonal factor, naturally, is also one of the 
most important determinants of the physical size 
of the sugar inventory. For the country as a whole, 
distribution and sales of bottled soft drinks fluctuate 
seasonally from a low of about 6.1% in January to 
a high of about 111% in July. Of course, seasonal 
patterns vary in different areas, and the geographic 
location of a plant influences maximum and mini- 
mum inventories. 


Storage Space a Limiting Factor 


However, despite these external forces, the actual 
storage capacity of the plant places limitations on 
the size of a bottler’s physical inventory of sugar. 
The ability to finance an inventory is also another 
factor which limits the physical size of a bottler’s 
stock of sugar. The credit standing of the producer 
is of paramount importance in this connection. 

There are also a few plants, generally the larger 
ones, which establish certain inventory policies. 
Some make it a point to carry a specific amount of 
inventory unless some extremely abnormal circum- 
stances develop. Some try to carry maximum inven- 
tories at all times. Others operate on more flexible 
programs. 

As mentioned before, the most beneficial size 
inventory is the one which will enable a bottler to 
make the most money. As sugar is one of the essen- 
tial raw materials in the beverage industry, it is 
desirable to obtain it at the lowest possible cost. 

Often in certain markets, sugar refiners have 
given buyers advance notice before making a sugar 
price advance effective. In this way, frequently a 
bottler may build up his inventory at the old price 
and save himself some money. However, lack of 
storage space may prevent a bottler from taking 
full advantage of this advance notice. And, of course, 
he also may not be able to get all the sugar he 


could store. 


When Should You Buy? 


There are definite periods when it is advantageous 
for bottlers to carry maximum sugar inventories 
(when refined sugar prices are rising), and to carry 
minimum inventories (when prices are declining). 
Thus it is important to get good brokerage advice 
on when to maximize and when to minimize sugar 
inventories. 

Many bottlers could save themselves many inven- 
tory headaches if they familiarized themselves with 
the sugar “futures” market. Occasionally, there are 
times when there are opportunities for bottlers to 
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“insure” their sugar costs by using the facilities of 
the New York Coffee & Sugar Exchange. 


Refined sugar prices generally rise and fall with 
the broad changes in raw sugar prices. Although 
the pattern is not always exact, obviously there is 
a very close correlation in the movement of these 
prices. Consequently, it is possible at times for a 
bottler to buy raw sugar “futures” temporarily in 
place of refined sugar. This is really only a pricing 
mechanism. 


A Case In Point 


For example, the average spread between raw 
sugar prices (excluding duty) and gross refined 
sugar prices during 1952 was about $2.86 per 100 
lbs. This spread takes care of duty, excise tax, loss 
in melting operations and the refiner’s “margin”. 
Thus, if a bottler could determine the price he 
could afford to pay for refined sugar that would 
give him an adequate profit margin, he could buy 
sugar “futures” when the spread between raw and 
refined prices was attractive, and thus approximate 
his ultimate refined sugar costs. When the proper 
time arrived, he would sell the raw “futures” and 
buy refined sugar. 


As bottlers normally compete in a market where 
their finished product is generally fixed in price, 
it should not be too difficult for them to estimate 
their refined sugar costs in advance. Thus, by estab- 
lishing what the comparative raw sugar cost is, they 
could ascertain the exact level at which to purchase 


“futures” and fix their sugar costs. 


Other Benefits of “Futures” Buying 


There are other advantages in using the sugar 
“futures” market to “insure” against major price 
changes in sugar inventory. Probably the most 
important are that storage space is not required 
to carry “futures”, and it is usually far less expen- 
sive to finance a “futures” operation than it is to 
carry actual refined sugar for any length of time. 

Of course, when the price is not right, the raw 
sugar “futures” market cannot be used as an inven- 
tory hedge. Moreover, a “futures” contract involves 
a “lot” of 50 long tons, which is equivalent to 1,050 
bags (100 Ibs.) of refined sugar. Naturally, bottlers 
who do not have requirements of this size would find 
the “futures” operation beyond their needs. 


In conclusion, the best inventory policy for a 
bottler is one that will result in larger profits. It is 
up to the individual bottler (and his adviser) to 
decide whether this can be accomplished by buying 
maximum quantities of refined sugar at low prices 
and storing it for several months or whether the 
raw sugar “futures” market should be substituted 
to eliminate lengthy storage periods and resultant 


costs. 
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To make your brand their first choice 





USE EXCHANGE BOTTLERS JUICES 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 
California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT © ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N. Y. 
318 Cadiz Street, Dallas 2, Texas 


Exchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 
fresh, more natural fruit flavor. 


For full information about these popular, money- 


making bases, write any of the offices listed below: 








BOTTLERS 
JUICES 









TULIP COUNTRY EXHIBIT 


A recent automobile show in Amsterdam, Holland, fea- 
tured a number of trucks. Among these was the Seven-Up 
truck shown above, the fifth of its type to be added to the 
fleet of the Seven-Up Bottling Company of Amsterdam. 
The truck chassis is an Ostner (made in Germany). The 
body was built in Holland. Seven-Up’s European Repre- 
sentative Pieter Stryder, shown at right in the photo, said 
15,000 persons saw the Seven-Up truck the first day of 
the exposition. The truck has a low loading weight and. 
with its short wheel base, is highly maneuverable in the 
narrow streets of Amsterdam. 








ROLLING BILLBOARD IN JAPAN 


The Mission Bottling Company of Japan, Ltd., uses this 
beautifully designed truck for advertising, publicity, and 
introductory sampling campaigns in Yokahama and Toyko. 
It is on hand at all holiday celebrations, anniversaries, 
sports events, and other public gatherings, as well as for 
merchandising in the opening of new territories. The truck 
is equipped with loudspeaker equipment, including a 
disc-jockey turntable and microphone for “‘live’’ announce- 
ments. Glass enclosed show cases on both sides display 
Mission Beverages, and a refrigeration compartment with 
a capacity of 150 cases provides for sampling of ice cold 
drinks on a large scale. 
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Less caconies Lemon-Lime 


FOLLOWING THE TREND 


The newest B-1 Lemon-Lime copy now being used by 
many bottlers throughout the country on billboards. The 
copy stresses the Vitamin B; content in B-l. The “Less 
Calories” phrase is a new addition to the copy. 





DR. LIVINGSTON? NO, WALTERS! 


Many Dr. Pepper bottlers have used the “Silver Dollar 
Man” promotion to good effect, but it remained for Ralph 
Walters, one of the newest Dr. Pepper bottlers, to get into 
the act himself. Walters, as pictured, wearing a special 
summer uniform featuring walking shorts and a safari 
hat, has added his own participation and punch to the 
program. He utilized the services of one of the city police- 
men as a motor-cycle escort, whose screaming siren 
announced the presence of the Silver Dollar man in the 
neighborhoods. 
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[ CHARLIE’S RESTAU 
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WALL-USERS 


Double-Cola bottlers are now having their local sign 
painters and sign crews busy painting this new design 
painted wall at leased locations throughout their terri- 
tories. To make it easy to exactly reproduce the design, 
large paper pounce patterns and detailed instruction 
manuals are furnished to each sign crew. 
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The superior 


PLASTIC COATED 


"Sells Your Product at a Glance” 


CARRIER 





<> ABRASIVE PROOF 


Protects all outer surfaces of carrier. 


















PROTECTED 
<> CLEANING SURFACE 


Can be cleaned repeatedly without 
damage to exterior surfaces. 
Cleans easily with wet cloth and 
detergent. 


<> BEAUTIFIES 


Smooth . . . Glossy 
oe SOs «+ EN 
hances appearance 
of printed carrier. 


<> DURABLE 


Sturdy . . . Economical 
. Makes more trips. 


STRONG CASES for SOFT DRINKS 


River Raisin soft drink cases 
are RUGGED! They give maxi- 
mum trippage—more RETURNS 
for your money. Satisfied cus- 
tomers are the strongest case 
for River Raisin soft drink cases. 
River Raisin experts can solve 
all your container problems. 


5 =) +. with all 
THESE FEATURES 


“ YY 1. Standard colors—white and yellow, 
. : High-test, Weatherproof Solid Fibre 
printed to your specifications. 

2. Hand-holes on both ends and in 
strut for easy handling. 

3. Easy to assemble; only two-piece 
construction. Use any standard 
arm stitcher. 

4. Packs 24 bottles, either loose or 
four 6-bottle carriers, with carrier 
adjusted to fit your size bottle. 

5. Smooth bottom safeguards all up- 
holstery, carpeting or tile floors. 

6. Plastic Coated Weatherproof board 
permits cleaning soiled places with 
damp cloth or sponge. 


a 


PAPER COMPANY 


Telephone Monroe 1300 


RIVER RAISIN 
MONROE, MICHIGAN ° 
CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 
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BEST ANYWHERE! Th r p 


YOU GET MATCHLESS 
Performance Dependability Economy 


Miller Hydro is without peer among bottle washers. 
For almost 40 years Miller Hydro Bottle Washers 
have proved their superior design and workmanship 
under all types of conditions in plants all over the 
nation. If you do not now have a new Miller Hydro 
in your plant, you owe it to yourself to get further 
information about this truly outstanding washer. 
Takes all size bottles. Sizes from 30 to 300 b.p.m. 
capacity. 


WRITE FOR INFORMATION 





DRO CO. 


Yeorqyea 


Bainbridge. F 


os / 
MILLER CASE PACK / con ameeits 
yORO BOTTLE WASHERS wien inspection (I west COST ygqm MULINERW CD. sam rnamcrsee 


WOALL MIXERS $ concsemtarive Serving Bottlers 
wmiLLER KE mnen ACCUMULATOR TABLE . Since 1913 
INSPECTORS ince 


of MILLER W 


MILLER portie comvevors = * 





OXES MILLER FLUORESCENT 
8 . 


How To Open 
Service Station Outlets 


Leooxinc for a way to crack that new service sta- 
tion account with a vendor or cooler installation? 
In Waterloo, Iowa, the 7-Up Bottling Co., a Maher 
operation, has worked out a novel approach that’s 
worth examination. On a station’s opening day, this 
plant forms a “caravan” of its route vehicles, plus 
special trucks, (whose drivers have been advised 
not to fill their tanks the night before) and the fleet 
drives in en masse, making for a hefty gas sale. 


A charge account is opened, and, when the bill is 
paid by check, a letter goes along to wish the new 
station owner good luck, while pictures are included 
of the 7-Up fleet in the outlet’s drive. Such actions 
naturally generate location good-will, helping 7-Up 
Bottling to win many a coin cooler placement, as 
well as case and carton displays for take-home sales 


in such outlets. 


Says plant manager F. H. “Pete” Pruyn: “We 
know these gestures pay off in many ways. We as- 
sure ourselves of dealer help when it comes to dis- 
plays, vendors, post oval signs, and 7-Up goodwill.” 

N.B.G. Tip: While openings of this type do not 
occur too frequently in the average territory, bot- 
tlers can capitalize on similar promotions to tie-in 
with gas station anniversaries, an event generally 
utilized by such sites to effect some sales drive that 
brings added traffic to the location. Alert driver- 
salesmen can keep a bottler posted on such oppor- 


tunities. 


GOOD-WILL “GAS UP” 


7-Up Bottling Co. of Waterloo, Ia., promotes good-will 
in new service stations by having its truck fleet “gas 
up” there on site’s opening day. Photo of the event is 
sent along when bill is paid. 
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One of America’s Finest Ginger Ales 


Franchised by 


MONARCH MFG. COMPANY 


1351 MONARCH ROAD ¢« ATLANTA, GEORGIA 











REGUS. PAT. OFF, /9eam, GONTEN/! 


THE WORLD OVER 


FOUNDED 
1899 
Franchised by 


MONARCH MFG. COMPANY 


1351 MONARCH ROAD =: ATLANTA, GEORGIA 








@omrrnnon, new products to be sold and a full 
realization that forceful advertising and merchan- 
dising are needed to sell soft drinks are the three 
major reasons for the unparalleled spate of activity 
in the field of summer promotions among numerous 
parent companies (for their bottlers) and individual 
bottlers. 


On a national or wide territory scope, recent weeks 
have seen such companies as 7-Up, NuGrape, Dad’s, 
Dr. Pepper, Frostie, Coca-Cola and many others aim 
their big guns of advertising and promotion at vari- 
ous consumer markets. 


For weapons in carving out their chunks of the 
market, the bottlers are using every possible media 
and method—magazines, newspapers, television and 
radio, outdoor posters, point-of-sale, specialty offers, 
tie-ins, merchandising gimmicks, contests, give- 
aways, etc. 


7-Up for instance, is with Hires, running a tie-in 
campaign with the ice cream producers to popular- 
ize home-made ice cream sodas, using the bottled 
products of the two bottlers. Big color spreads have 
already appeared in most of the national magazines 
like Look and Life, Saturday Evening Post and 


BOYS and GALS...all ages! 
TANS £\ AGEQO wEL(e I: “Nz [Fe @ 


IN A HUGE SERIES OF White Rock 
“ALL-STAR NINE” CONTESTS! 


BIGGEST CONTEST SERIES OF ITS KIND 
EVER CONDUCTED IN THE NEW YORK AREA! 
A NEW AND DIFFERENT CONTEST EVERY WEEK 

FOR 9 CONSECUTIVE WEEKS! 


5™ CONTEST STARTS TODAY 
featuring 

; C— 4). Dodgers Star PEE WEE REESE 
hy and Delicious WHITE ROCK BLACK RASPBERRY 


EACH OF THE FIRST 3 PRIZE WINNERS 








OF THIS WEEK'S CONTEST WINS > ] [ ] P ] 

ALL 7 OF THESE PRIZES! | AS p} | Loe ‘ qs \ 

CY 4 ef 

© sees” ee Ce 
al [yx ~ EA, 

Pex} Cy ety Way 

oF ks Wii pe} 





qeres ropay Reed the eory rules new. FIFTH 
week! Toke dod o mom wah orttheme 


, o ote 
e ah NEXT 550 WINNERS EACH RECTIVE 2 GRANDSTAND 
hife Rock SEATS FOR A DODGERS GAME! 1,100 TICKETS IN ALiI 


TAS CONTEST RULES! 





"Th aiea ieaadan eens 





White Rock ties its current campaign to the universal 
American love of baseball. Tickets to games, baseballs 
and hats, dinner witih PeeWee Reese, Dodger star, a TV 
guest spot. are all included in the prizes. 
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| Hard-Hitting Summer Promotions 


Bottlers and franchise companies pull out all stops in campaigns 





aimed mostly at the family group. 


| | - Ps ‘ Saag. 
$0 good, so cool, so guick— y , F ,,/ \AT wy 
it summer's super-frear... lYf0 yy G fy & f 4 


Your favorite ice creom with sparkling 7-Up 






| Se many wonderful combinations 


LA, . try them all! 


Supporting its tie-in with ice cream makers, 7-Up pro in national magazines. A typical four color double page 
moted its “7-Up Float’ with a huge advertising campaign spread is shown. 


Send for this Valuable 
Stamp Premium NOW! 





A complete stamp kit for beginning collectors, or packets incentive for consumers to become steady users of the 
of stamps for established collectors is NuGrape’s current line. Premium offer is part of big ad drive. 








others, and special store display and advertising 
material has been distributed to repeat the selling 
blows at the point-of-sale. 


Contest 


An intensive merchandising, advertising and pro- 
motional campaign got under way June 1, when 
Clicquot Club Co., Inc. released the first of a series 
of advertisements featuring a national consumer 








contest in which top prize is a Cadillac convertible. 
Based on filling in the last line of a limmerick 
and submitting entries with a pair of Clicquot Club 





beverage bottle caps or labels, the consumer contest 
will be paralleled by a dealer’s display contest. 

“We want Clicquot Club dealers all across the 
country to be in on these magnificent prizes, too,” 





Alton T. Barnard, vice-president in charge of sales 
of the Millis, Mass. beverage firm, said, in announc- 
ing a 1953 Chevrolet convertible as top prize in the 
photographic display contest for retailers. 

A special merchandising kit for dealers has been 
prepared by Chambers and Wiswell, Inc., adver- 





tising agency for Clicquot Club, including bottle 
tops announcing the contest and prizes; bottle col- 
lars displaying the limmerick; rules and lists of 
prizes; shelf talkers, window display material, and 
window strips announcing the contest and urging 





people to enter. 





Other prizes for consumer winners are a Chev- 





rolet convertible as 2nd prize; 3rd to &th prizes, 
G. E. automatic clothes dryers, 9th to 38th prizes, 
30 Columbia English style bicycles. Runner-up re- 
tailer prizes include 2nd to 11th prizes, Polaroid 
Land Cameras; 12th to 37th prizes, Bulova watches. 

Plans are established for the distributor who has 





the top prize-winning retailer in his territory, to 
get a $500 prize. For any other prize winners the 


Vines Dare 
ORANGE 


VIN-VIE 


(Imitation Grape) 


distributor gets $25 in cash. 
The contests will run until September 12, and 
will be backed by hard-hitting advertisements in 






the daily newspapers, magazines and radio. 


For Phiiatelists 


The largest and most complete advertising and 
promotion program in the history of the National 
NuGrape Company, Atlanta, Ga., also got underway 
June 1, according to an announcement by W. G. 


Here’s a twosome you can trust for building business and holding it! Grant, secretary of the company. 


A choice of oranges to suit your market ... (your Virginia Dare 
representative can help you choose the best) and Vin-Vie... 
acknowledged to be the Imitation Grape “in a class by itself.” 


Highlighting the three-phase program designed 
to increase 1953 sales of NuGrape Soda is a six-day 
all-expense-paid trip to Hawaii for the NuGrape 
bottler who exceeds his 1952 volume quota by the 
largest per cent, and who, in the opinion of a spe- 
cially-selected panel, does the “most outstanding 


sales and promotion job for NuGrape Soda.” 
IRGIN ARE EXTRACT CO., INC The winning bottler’s wife is included in the 
- . 
Hawaiian vacation, Mr. Grant pointed out. 


Bush Terminal Blag. No. 10, Brooklyn 32, New York 
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If a bottler prefers, he can select, in place of the 
trip, prizes worth $2,000, the contest rules say. 
These prizes include complete sets of furniture, 
home freezers, electric stoves and many other val- 
uable items. 

As additional awards, NuGrape is offering a free 
trip to the ABCB Cinanuaiiion in Chicago to each of 
four bottlers having the next biggest increases over 
their plant quotas, and doing an outstanding pro- 
motion job. These convention trips include hotel 
and round-trip transportation for two. 

Bottlers will be classified in four groups, accord- 
ing to gallonage, and one trip awarded to the out- 
standing bottler in each group. 

“The 1953 NuGrape Stamp Club,” a premium 
offer for consumers, is the second important feature 
of the National NuGrape program for the coming 
months. 

Three NuGrape crowns and 25 cents bring an 
illustrated 80-page Stamp Album, 100 foreign 
stamps from throughout the world, 300 stamp 
hinges, a hand magnifying glass and a membership 
card in the NuGrape Stamp Club, plus a folder 
describing other foreign stamp premiums that can 
be obtained with NuGrape crowns. 

For persons who are already stamp collectors, the 
premium offer makes it possible for the entrant to 
select one of nine Foreign Stamp kits with as many 
as 300 odd and unusual stamps. 

Truck banners, inside tackers, newspaper ads, 
counter display cards, carton hangers, dealer broad- 
sides, window streamers and banners, and applica- 
tions will be furnished NuGrape bottlers taking part 
in the Stamp Club program. 

Third phase of the program includes “Route 
Salesmen’s Incentives” with points good for a wide 
variety of valuable prizes going to each plant on 
the basis of increase over quota. The total number 
of points earned will be sent to the plant each month. 
The plant manager can then award points to his 
route salesmen on any basis he judges best suited 
to his particular operation. 

NuGrape Soda bottlers participating in all three 
phases of the advertising and promotion program 
will receive an advertising bonus from the National 
NuGrape Company of as many as 234 radio spot 
announcements—13 spots weekly for 18 weeks 
telling about the Stamp Club over radio stations 
in the bottlers’ territory. 


“Dream” Home For Few Words 


The Dr. Pepper Company for the second consecu- 
tive year has staged a national consumer contest 
which encourages Americans to “invest in America.” 

The company last year gave its contest winner 
a unique investment—royalties in 44 Texas oil wells. 
This year the top Dr. Pepper contest winner will 


invest his cash prizes into one of the most valuable 
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specially formulated to resist acid, alkali and Sulphide fumes 


ACID TEST 
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ALKALI TEST SULFIDE TEST 


Discs are placed face Discs are placed face Discs are placed face 
down over beaker of down over beaker of down over beaker of 
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concentrated Hydro concentrated Ammo concentrated Ammo 


— chloric Acid for 24 nium Hydroxide for nium Sulfide for 24 


hours 


A.C. 


Chicago + Toronto 


24 hours hours 


FUME RESISTING ENAMEL B 


FUMEX 





est. 1897 


C0., Inc. 


Manufacturers of materials for building maintenance and construction 
LONG ISLAND CITY 1, N.Y. e Los Angeles - San Francisco - Houston 


SUBSIDIARY OF SUN CHEMICAL CORPORATION 





UMEX 
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the tume + 





© CAWHITE enamel 






that stays WHITE! 


¢ 









Fumex is most resistant to acid, alkali, sulfide and chlorine fumes with 
minimum of fading and reaction (see test proofs on photos). 


For interior surfaces only . . . for brick, concrete, plaster, wood, 
metal. All surfaces to be treated first with Fumex undercoater. 


White only ... supplied in semi-gloss finish. 
Washable ...withstands washings at regular intervals. 


Application ...by brush or spray. 
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; A. C. HORN COMPANY, INC., 
Long Island City 1, N. Y. ; 
! Please send me [] complete data on nt / 
FUMEX 
: (_) free copy of your 
i 106-page Construction 
' Data Handbook 
1 name TITLE 
! 
1 FIRM NAME 
I 
f ADDRESS 
' 
{city STATE 
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HERMAN 


BOTTLERS’ 





Just fiaish this sentence in 15 words or less: “I switched te Br Papper bers: 
eran ease 


BODIES 







THE "LOW-BOY” PALLET BODY 


RUNNING BOARD LOADING HEIGHT accomplished by a 
simple drop frame construction—standard with Herman 
Engineers for a generation. 








PALLET & DECK BODIES 
THAT WILL DELIVER 

MORE FOR YOU ATA 
GREATER PROFIT! 


All-welded high tensile steel construction—corrosion re- 
sistant. Mounts on any make chassis. 


Dr. Pepper's campaign had a top prize of $5,000 down pay- 
ment on a home. The promotion was fully as effective as 
SPECIAL DECK INSERTS ARE AVAILABLE FOR THE last year’s, when the prize was the income from 44 Texas 
‘TRANSITION PERIOD”. oil wells. 


heritages an American enjoys——-a home of his own. 
$6,000 go to the top prize winner—$5,000 as down 
payment on his “dream” home, and $1,000 to apply 
on new furnishings. 
Other prizes—an additional $19,000 in goods for 


° re Route Calls—Faster... ‘ 
More " the American home—included 10 Motorola televi- 





sion sets, 30 three-quarter ton Frigidaire air-condi- 
ee 
THE “STRAIGHT FRAME” PALLET BODY tioners, and 50 deluxe Colson bicycles. 


Has special reinforcing against lift truck damage. Smooth The contest this year, which ran for six weeks 
floor and divider clearance promotes most efficient LOAD- : ” ; . . 
ING and UNLOADING. All-welded high tensile steel con- ending June 15, was pitched around the soft drink 
struction—corrosion resistant. Mounts on any make chassis. company’s new, hard-hitting advertising theme 
Compartment separators and roof are optional equipment. : ‘ bas . TL: ’ 
“Instead of Drinking the Same Old Thing... Wake 


b ¢ Cc K a oO Di i 4 Up Your Taste with Dr. Pepper.” 


Last year’s oil well contest had Americans buzz- 


« More Merchandise Per Trip. . . 


«More Driver Comfort Thru Ease of 
Operation... 


¢ That’s HERMAN’S Offer for '53 


And, Herman Bottler Bodies are built to 
last... Heavier gages at all stress points 
and rust resistant protective underskin 
featured on all models enable Herman 
to give maximum service at lowest cost. | 


ing excitedly about why they liked Dr. Pepper. They 





buzzed too about the unique first prize—royalties 
from 44 producing oil wells in East Texas worth 
more than $100 per month for approximately 20 





Along with these features of economy = pitt 

. . { a we ae = years to the winner. 
and long life, you get matchless styling , a ‘ot ta eh a it | 
: : : : In the current contest, each entrant was judged 
and practical design in beautiful Herman j ' 
- : P oe , [a on the answer he gave to this question: “I switched 
Rolling Billboards’ * that advertise the - : © ; 

d a to Dr. Pepper Because .. .””’ One Dr. Pepper bottle 
goodness they carry. THE “"LOW-BOY” DECK BODY... cap was submitted for each word used in the en- 
“Rolling Billboard” is a copyrighted name . . « Glo features RUNNING BOARD LOADING HEIGHT. ss ae ie 

5 case wide skeleton type deck body lower by more than trant’s answer, 
a case than the Standard "5 Wide", featuring drop frame Dr. Pepper and its advertising agency, Ruthrauff 


construction. ONLY 71% INCHES TO THE 6TH DECK 
WITH SMALL BOTTLES—66 INCHES TO THE 5TH DECK 
WITH LARGE BOTTLES. home had direct appeal to millions of Americans 


& Ryan, Inc., believed $6,000 to apply on a new 


THE “5 WIDE” DECK BODY ! be Eee 
in all age groups. They based their opinion also on 


ee ” 
(or “4 WIDE”) the premise that a primary goal of all families is 


STANDARD OF THE BOTTLING INDUSTRY! 
the ownership of a home. 


Skeleton case slides and separators reduce weight and “The Dr. Pepper Company wants to help some 
eliminate cleaning problems and make this the 
EASIEST LOADING AND UNLOADING DECK BODY 
EVER BUILT. Strong steps-—-tough fenders—stout 
bumpers complete this well integrated unit. 


family achieve that goal this year,” explained 
Leonard M. Green, Dr. Pepper president. 
Bulk of the advertising support given to Dr. 





Pepper’s fourth consecutive national consumer con- 





PHONE or WRITE TODAY for COMPLETE INFORMATION SALES OFFICE tent stag — ship in full oe half-pages for 
S i comics; two-color 1,000- e, and 600-line 
4414 CLAYTON AVENUE —— “ ine, and 600-lin 
a ERMAN :{e] >) d COMPANY and 1,000-line black and white advertisements 
ST. LOUIS 10, MO. ; eee 
Nearly 250 newspapers were listed in the contest 
FRanklin 5300 anlendube 
Manufacturing Plonts: ELIZABETH, NEW JERSEY * ST. LOUIS, MISSOURI : . | ee 
More than 150 radio stations highlighted the con- 
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sumer contest, as well as selected television markets. 
Schedules were also set in three grocery-store cir- 


culated women’s publications—Family Circle, Wo- 
men's Day, and Everywoman's Magazine and in 
The Progressive Farmer, 

In addition to the consumer prizes, cash awards 
amounting to $500 went to the dealer mentioned 
on the entry of the top prize-winning consumer, 
and the amount of $250 to the Dr. Pepper salesman 
who serviced the winning dealer. 


Premium Promotion 


‘ The Moxie Company, Boston, Mass., will be 
blanketing New England with spot radio announce- 
ments this summer over four Boston and twenty- 
seven other New England radio stations, according 
to Walter E. Buck, President of The Moxie Com- 
pany. 

This will be a “saturation” program covering the 
hot days of late June, July, and August. The radio 
program will be backed up by twenty advertise- 
ments in the Boston Herald-Traveler, Boston Globe, 
Boston Record-American, and Boston Post over the 
same period of time. To add even more emphasis 
to the program, Moxie will be offering during this 
summer three beautiful steak knives for fifty cents 
and two Moxie labels or bottle caps. They will make 
use of both their radio and newspaper schedule to 
promote the deal, as well as bottle collars and other 
point-of-sale material. Ingalls-Miniter Company of 
Boston is Moxie’s advertising agency. 


P.O.P. Featured 
New, four-color, point-of-purchase material, com- 
bining striking eye-appeal and hard-hitting effec- 
tiveness, has been designed by Dad’s Root Beer 
parent company for use by fountain and bottle goods 
accounts. 
Back-bar and window streamers, specifically de- 


DAD'S 
stack cow’ 


¥ 


MADE WITH DAD'S THE OLD FASHIONED BOOT BEER AMO IKE CREAM 


fare ony 


Ginger Mle 















Giger 
ae NEHI CORPORATION 
COLUMBUS, GEORGIA 







A firm believer in the value of point-of-purchase adver- 
tising, Dad’‘s is concentrating on this medium with a va- 
riety of types to fill all needs of its retailers. 
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VOLUME... 
WHO WANTS IT? 


Because he knows that volume ; 


is the key to profit, every 


bottler wants it. Because the JZ 
consumer knows that volume in 
the bottle means more for the 


money, he wants it. That's why 
Frostie bottlers, no matter at 
what price they sell 12-ounce 


bottles of Frostie, are sure of 


profit. 

(4 
Check this with any Frostie \ 
bottler... or write, phone f es | P 7 


or wire and we'll have a 
Frostie representative stop 


in to see you. 


Pees 





eeenece 


“ 
” 
” 





6424 Baltimore Nat. Pike, Baltimore 28, Md. 
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signed by the company for fountain use, stress: 

(1) Dad’s is featured with ice cream to boost 
sales of the year-round favorite, the Dad’s 
Black Cow. 

(2) To cover all ways of serving Dad’s, another 
streamer shows drinks being served in a 
glass, paper cup, and mug, wtih an appro- 
priate sales message. 

(3) Dad’s is shown alone, in glass and mug, ac- 
companied by an invitation to enjoy the cool- 
ing refreshment offered in a drink of Dad’s 
at the fountain. 


(4) A fourth piece urges the customer to have a 
Dad’s with any meal for added pleasure at 


eating time. 


Two excellent new pieces are in another group. 
One shows three ways of serving Dad’s, and is de- 
signed to build consumption at fountains. A second 
piece is an adhesive-backed decal specifically made 
up for bottle goods dealers. 

Dad’s Black Cow material comes in three sizes 
for added dealer convenience. The smallest of the 
three is dual-purpose in nature, being designed for 
maximum effectiveness when used either as a bottle- 
collar or as an easel card. For spots (either bottle 
goods or fountain) where there is more room, the 
medium size Black Cow piece makes effective point- 
of-purchase card. Grand-daddy of all the cards, the 
giant (33” x 21”) piece is for use in fountain ac- 
counts. 

Another interesting aspect of all three pieces is 
the fact that dealers can use them to tie-in to any 
ice cream company, using the space just above the 
words “ice cream” to imprint or strip in the name 
of any ice cream company they desire. 

All of these new pieces are ready for distribution 
in time to help Dad’s dealers throughout the coun- 


try do a sales job during the busy summer season. 


| Your friends prefer 7 | 
Coke with fo 





Stop... shop at the sign 
of Coke and Food 








SPRINGFIELD COCA-COLA BOTTLING COMPANY 


SPRINGTIFLO COCA COLA BOTTLING COMPANY } 


on j l os ‘ } 








Coke is driving hard at the home market, with outright 
suggestion of the tie-up of Coca-Cola and food. Two 
samples of advertising mats being supplied bottlers are 
shown. 


For Collectors 


The Catonsville Bottling Co., Baltimore, which 
was granted Frostie Franchise No. 1 back in 1939 
(bottling Frostie exclusively), has consistently 
shown a steady growth in sales, but this Spring, 





Geo. Rackensperger, president of Frostie Co., Brent Gunts, 
TV and radio personality and Melvin Zimmerman, presi- 
dent of Catonsville Bottling Co., meet and map a new 
advertising and promotional campaign (see story). 


according to Melvin H. Zimmerman, President, the 
sales curve zoomed upwards to set new records. 

On April 29, the entire driver sales staff, includ- 
ing management and operating personnel, plus local 
radio and TV _ personalities, met for a “kick-off 
dinner” at which the news was broken that the com- 
pany was embarking on an aggressive sales push. 
This promotion and advertising drive included a 
consistent 13-week promotion on radio, television 
and store display. Basis of the campaign was a stunt 
whereby Baltimore kids saved their Frostie crowns 
and “bid” for monthly prizes. 

Each month, the kids sent an entry blank (one 
of which is tucked in each carry-home carton of 
Frostie) to the local NBC radio and television out- 
let, saying how many Frostie crowns they had 
saved. The youngster who had the most was pre- 
sented a full-size bicycle. The next 24 runners-up 
received other valuable prizes, such as_ record 
players, dolls for girls, athletic equipment and the 
like. The winners, of course, were required to bring 
their hoard of crowns to the station to receive their 
prizes. 

Backing up this contest, Catonsville Bottling Co. 
secured mass displays on a week-to-week basis 
in nearly all of Baltimore’s top independent and 
super market stores. 

As a further back-up to the consumer marketing 
plan, Mr. Zimmerman concurrently ran a driver- 
salesman incentive contest. 

Mr. Zimmerman took over the Catonsville Bot- 
tling Company in March, 1950, and has worked 
closely with the parent company ever since. The 
Frostie Company, headed by George Rackensperger, 
now has 121 franchised bottlers, operating in 29 
states and is rapidly expanding operations. 
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ARIZONA 


Seven-Up Bottling Co. has com- 
pleted the installation of much new 
equipment at its Yuma _ plant, this 
including a water-treating system, a 
Heil washer, a Liquid mixer and an 
Evans solution heater . . . Coca-Cola 
3ottling Co., Tucson, has installed a 
Miller Hydro case and carton packer. 

The recently-franchised Squirt 
Bottling Company of Phoenix has be- 
gun bottling Squirt in that area 
Owners Robert and John Trimmer re- 
port that their opening of the market 
to Squirt is being supported by a 


strong sampling program. 


ARKANSAS 

A B-1 Lemon-Lime franchise has 
been issued to Mitchell Smith of B-1 
Bottlers of Monticello, at Monticello. 


bottler 
briels 


CALIFORNIA 
Fred Carr, formerly plant super- 
intendent of the Shasta Water Co., 


1555 Bancroft Ave., San Francisco, 





has been advanced to San Francisco 
manager, and has been succeeded as 
superintendent by George McDaniels. 
Operations of this concern have been 
enlarged by the taking on of the dis- 
tribution of Hires beverages here and 
in nine adjacent counties ... The Pa 
cific Brewing & Malting Co. has filed 
notice that it has 
Calso Water Co., 333 13th 


St., San Francisco ... The Landau 


eased doing busi- 


ness as the 


Economic Syphon Co., 1627 Howard 
St., San Francisco, has sold its soda 
tank business to Ellison Soda on Tap, 
625 Chenery St., but is continuing its 
old-established bottling operation. 
Blue Crest 
Naples St., San Francisco, has en- 


Severage Co., 285 





COTT IN A LINE-UP 


John J. Cott. general manager of the Cott Beverage Corp., New Haven, Conn., has just 
equipped his force of 30 salesmen with a fleet of handsome specially- painted Fords. 
Says advertising-wise Mr. Cott: “I'm convinced that these ‘moving billboards’ will 
pay for themselves in six months in publicity value alone. Hundreds of thousands of 
pedestrians and motorists are going to see ‘It's Cott To Be Good’. our slogan.” 
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ZAM CLO LL A 
or them EXTRA-COLD 





Handles All 
Standard Bottles 
6-o0z. through 12-o0z 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because extra refrigeration 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 

Construction is rust-proofed throughout, and the exterior 
is finished in Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-oz. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 

Our twenty years of cooler and vendor manufacturing ex- 
perience assure you of a product in the Varietee that is engi- 
neered for long and economical service. Send the coupon 
below for complete information and prices now! 


CHOICE of Coin Mechanisms to Fit Your Market 


National Rejectors’ Electrically and Manually Operated 
coin mechanisms are available in eight combinations includ 
ing three changers and a wide range of odd penny sales units 
They offer a selection to fit any market. Changers and coin 
mechanisms are included in National’s nation-wide service 
program. 


a ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 


COIN MECHANISMS 
and CHANGERS 









in MANY 


COMBINATIONS 


Easily Converted to 
Meet Price Changes 


Three simple 
delivery steps are 
illustrated above 
Customer moves 
selection from any 
one of seven vend 
ing channels, along 
end cross-channel 
to release gate 
which has been 
freed by operation 
of coin mechanism 
and out at singk 
delivery port 


MAIL Please send us complete information and prices of the Atlas 


THIS Varietee Coin Vendor 
COUPON Name 


NOW for 
Complete Haas 


Information 


5 Address 
and Prices 





City State 


Luge 
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Towmotor dumps pot of annealed castings into shakeout 
hopper at Cleveland plant of Eberhard Manufacturing Co. 


BOTTOMS UP! 


Here’s to TowMoTOR, the fast and economical way of handling 
materials! Easy, too, because TOW MOTOR Power Steering reduces 
And speaking of power, the new “Cushioned 





steering effort 80% ! 
Power” Diesels are as gentle and economical as ponies — with 
all the terrific strength of wild horses! There are dozens of other 
features that make special jobs like the one above, mere routine, 
and make your job twice as important to the boss. Send today 
for free booklet, “What Makes It Tick?” TowMotTor Corpora- 
TION, Div. 6208, 1226 East 152nd Street, Cleveland 10, Ohio. 


‘TOWMOTOR 


ee ee ae ee 





FORK LIFT TRUCKS and TRACTORS 


SINCE 1919 
TOWMOTOR ENGINEERED FOR QUALITY PERFORMANCE 
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TIME OUT FOR SALES CONFAB 
Executives of William Scheele and Sons, Ft. Wayne, Indiana, and representatives of 
the parent Mason’s Root Beer Company are shown discussing introductory sales plans. 
Seated, left to right: Ralph Paulsen and Cliff Wolff. supervisors, and Robert Scheele, 


general manager. Standing: Joe Druhot, 








MI 






production manager; Lew Levitt, Mason’s 


regional sales manager; Ike Stange, sales manager of William Scheele, and Fred F. 
Drucker, national advertising director of Mason's. 





larged its bottling operation by the 
addition of Zil, a beverage of South 
American origin. .. Applegate Spring 
Water Co. has engaged in business at 
Applegate, under the ownership of 
Signey V. and Edythe A. Dennison. . . 
Joseph T., Ben T. and George T. Rish- 
Wain have announced that they are 
engaged in business at 48 N. Wilson 
Way, Stockton, as the Central Cali- 
fornia Bottlers Co. . . Pepsi-Cola Bot- 
tling Co., Los Angeles, has installed a 
complete Western water treating sys- 
tem, the largest of its kind on the 
Squirt Bottling Co., 
Fresno, has added a Heil bottle washer. 

New Coca-Cola bottling plant at 
Santa Rosa, which will bottle both 


Pacific Coast. 


Coca-Cola and Canada Dry, is being 
equipped with a Cem filler, a Cem car- 
bonator, Cem mixer, Heil bottle 


washer, Evans gas solution heater and 


Western water treating unit. The 


plant is being set up in a new build- 
ing. 

Coca-Cola Bottling Co., Burlingame, 
has installed a Miller Hydro case 
cleaner, believed to be the first on the 
Coca-Cola Bottling 


Co., Santa Maria, has added an Evans 


Pacific Coast. 


solution heater to its equipment. 

Sunlife Beverage Co., headed by W. W 
Holt and W. W. Montgomery, has 
opened a plant at 1031 Morena Ave., 
Herschey Bottling Co. 
has engaged in business at 2325 Fifth 


San Diego. 


St., Sacramento. 30wman’s Bever- 
ages, Chico, has enlarged its plant and 


has acquired a Canada Dry franchise 


FLORIDA 


Miami market recently was fran- 
chised for the sale of Squirt. Bottler 
is Polar Beverages, Inc., subsidiary of 
National Brands, Inc. Officers are: 
Sam Blank, President; Jerome Biank, 
Vice-President; and Michael Blank, 
Manager. Initially, sampling and dem- 
onstrations are being scheduled in 
larger food markets over week-ends. 
Also, the Squirt Snowball, a mix of 
Squirt and gin, is receiving heavy 


promotion. 


GEORGIA 

Seven-Up Bottling Company, Wat- 
kinsville, has installed a 20” Potter & 
Rayfield sand filter and carbon unit, 
and has added a new truck to its de- 
livery fleet. .. Coca-Cola Bottling Com- 
pany, Brunswick, operated by Millard 
Copeland, has completed the installa- 
tion of a new Miller Hydro decaser. 


ILLINOIS 


Mrs. Maud Schmidt, president and 
treasurer of the Streator Coca-Cola 
Bottling Works, Inc., has announced 
the sale of the enterprise to L. Roscoe 
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Sincler. Mr. Sincler, until recently, was 
president and general manager of the 
Galesburg Coca-Cola Bottling Co. and 
previous to that had a similar enter- 
prise at Douglas, Arizona, stretching 
over a period of 23 years. Mrs. 
Schmidt, who had been associated with 
the business since its inception in 1919, 
is retiring from active business life. 


IOWA 

Milton Pampell has announced the 
sale of the Kerrville Coca-Cola Bot- 
tling Company to the Beidenharn in- 
terests of San Antonio and Uvalde. 
The sale was effective June 1, and the 
new owners have announced that the 
bottling plant will remain in Kerrville. 
Morgan Singleton has been retained 
as manager of the firm, which hence- 
forth will be known as the Kerrville 
Coca-Cola Bottling Co., Inc... Fred P. 
Wedekin, of B-1 Bottlers of Burling- 
ton, at Burlington, recently started 
bottling and distribution of B-1. 


KANSAS 

Construction of a new 53,000 square 
foot addition by the Pepsi-Cola Bot- 
tling Co., Wichita, is now underway. 
When completed, the plant will be the 
largest bottling operation in Kansas, 
according to J. W. Gerhardt, president 


and general manager. 
KENTUCKY 


An RCA uncaser and washer loader 











BOTTLER’'S DAUGHTER SAMPLES 


Dick Alford, manager of the Mission 
Bottling Company at Franklin, Indiana, 
waits for the verdict of approval as his 
daughter, Donna, samples a bottle of 
Mission Orange, fresh off the line. Dick 
says that Donna is his best “non pay- 
ing’ customer. 
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TWINS LIKE IT 


Brent and Kent Bailey, sons of Bill 
Bailey, production foreman of the Perry 
Double-Cola Bottling Company, Perry. 
Iowa, have been steady Double-Cola 
boosters since the plant started bottling 
Double-Cola this spring. 





has been put into operation by Pepsi- 
Cola Louisville Bottlers, Inc., Louis- 
ville, according to F. B. Welch, presi- 
dent of the firm. Mission Orange 
Bottling Co., Corbin, has installed a 
Burns filler and conveyor. . . Coca-Cola 
Bottling Company of Paducah recently 
staged a Golden Anniversary celebra- 
tion. The event was attended by many 
prominent names in the Coca-Cola 
family including Harrison Jones, for- 
mer chairman of the Board of the 
Coca-Cola Company; De Sales Harri- 
son, president of the Coca-Cola Bot- 
tling Co. (Thomas), Inc., Chattanooga; 
Ek. J. Forio, vice-president of The 
Coca-Cola Co.; Berry Goodrum, re- 
gional manager of the Thomas Com- 
pany; Ernest Jacobs, regional repre- 
sentative of the same company, and 
Wilbur G. Kurtz, Jr., advertising de- 
partment, The Coca-Cola Co. The Pa 
ducah Coca-Cola plant was founded in 
1903 by Luther F. Carson. Mr. Carson 
today controls, operates, or has an 
interest in 18 bottling plants which 
serve territories covering portions of 
Missouri, Kentucky, Indiana and I] 
linois. 

Royal Crown Bottling Co., Jackson, 
recently installed a Girton washing 


machine. 


MICHIGAN 
Coca-Cola Bottling Co., Detroit, 
plans to construct a $100,000 plant 


addition. 


HOW VEKO QUALITY 


WORKS FOR YOU 


22 of a series 


PIONEERS 


in new flavors 
for new markets 


VEKO has always been the leader in the development 
of new products designed to increase your sales 


DIETETICS 


VEKO was first among flavor manufacturers to recognize 





the vast potentialities of the dietetic market . . . and first 
to specially balance its flavors for use in dietetic bever- 
ages... VEKO was first to offer bottlers a complete 
dietetic program—all ingredients, labels and sales helps 


(non-franchise) from one reliable source. 


QUININE WATER 


Ind VEKO was first to see the possibilities in QUININE 
WATER... the first flavor manufacturer to make the 
original Quinine Water formula available to indepen- 


dent bottlers. 


You can always look to VEKO for the newest and the 
BEST in flavors and extracts. 


GET STARTED IN THESE NEW MARKETS NOW... 
WRITE TODAY !!! 


A COMPLETE LINE OF FLAVORS FOR EVERY NEED 





Vee Hatns amm, Ine. 


329 CANAL STREET 


NEW YORK 13, N.Y 
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MINNESOTA 

Nesbitt Bottling Co. of Crosby, re- 
cently was granted a Goody Root Beer 
franchise, according to Cornell Wing, 
sales manager of parent Goody Co., 
Minneapolis. Production and dis- 
tribution of B-1 have been started by 
Don Reimann, Massolt Bottling Co., 
Minneapolis, and S. Feeser, Polar Bot- 
ling Co., Mankato. 


MISSOURI 


Miller Hydro automatic case and 





carton packers recently were put into 
operation by Coca-Cola Bottling Co., 
Sedalia, and Eagle Bottling Co., Kan- 


Sas. 


NEW JERSEY 
Seven-Up Bottling Company, Plain- 
field, recently installed two 2000-gal- 


lon liquid sugar storage tanks. 


NEW YORK 
Kirsch Beverages, Inc., Brooklyn, 
recently celebrated its 50th anniver- 








N. Y. PLANT HONORED 


Mayor Vincent Impellitteri (left) of New 
York City presents his city’s “Certificate 
of Business Merit” to Morris Kirsch, 
president of Kirsch Beverages, Inc., of 
Brooklyn, in recognition of the com- 
pany’s 50th anniversary celebration. 
The certificate cited the beverage firm 
for “eminent community service; for dis- 
tinguished contribution to the welfare 
of the people of the City of New York 
and for playing a vital role in the com- 
mercial development of the city for the 
past 50 years.” 





sary, highlight of which was the 


award to the company of New York 
City’s Certificate of Business Merit 
by Mayor Vincent Impelliteri. Kirsch 
Beverages has won national fame in 
the past year for its successful intro- 
duction of No-Cal dietetic drinks. 


OHIO 


Dr. Pepper Bottling Co., Elyria, has 
installed a Burns filler. Seven-Up 
Bottling Company, Cleveland, has 


added a Standard Knapp case packer. 


OKLAHOMA 


W. B. Smith has been appointed 
general manager of the Tulsa Coca- 
Cola Bottling Company. Mr. Smith, 
formerly associated with Coca-Cola in 
Dallas, Texas, succeeds Frank N. Bat- 
sell, Jr., who was killed in an auto 
crash in April. Batsell’s widow, Mrs. 
Martha Walker Batsell, is president 
of the company, succeeding her hus- 
band in that capacity. J. P. Allen, 
assistant general manager, has acted 
as manager of the firm since Batsell’s 
death and will continue in the assis- 


tant’s post. 


OREGON 

KE. W. Gentry has purchased the 
MecMinville Pepsi-Cola Bottling Co. 
from H. F. Blackburn. . . Consolidated 





Bottling Co., Portland, has added Ma- 
son’s Root Beer to its lines. . . Royal 
Soda Works, Roseburg, has installed 


a Potter & Rayfield water cooler. 


PENNSYLVANIA 

Crown Bottling Co., 310 South Jef- 
ferson St., Kittanning, has taken on 
a Sun Spot Orange franchise. Karl W. 
Seyler is general manager of the firm. 

.. Seven-Up Bottling Company, Ber- 
wick, has installed a Standard-Knapp 
case packer and bottle unscrambler. 


SOUTH CAROLINA 
W. B. McDowell of Shivar Springs, 


Inc., Shelton, recently introduced 








GETS HOFFMAN SALES POST 
Appointment of Alfred F. Trell as Assis- 
tant General Sales Manager of Hoffman 
Beverage Co., Newark, N. J.. has been 
announced by William O. Dillingham, 
Executive Vice President. Mr. Trell will 
work closely with Michael McCabe, 
General Sales Manager, to direct and 
coordinate sales, advertising and mer- 
chandising of Hoffman Beverages in the 
metropolitan N. Y. market. 








GETS HIRES FRANCHISE 

Geo. Mitchell, left, head of the George 
Mitchell Co., Waterville, Me., receives 
congratulations from R. J. Oliver, Charles 
E. Hires Co. representative, on his ac- 
quisition of a Hires Root Beer franchise. 
Mr. Mitchell has already begun a hard- 
hitting local advertising drive tied in 
with Hires national promotion. 
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NEW WASHER FOR NEW MEXICO PLANT 

Linley White, manager of the Coca-Cola Bottling Company, Clovis, N. M., stands 
beside a Liquid Carbonic 12-wide Super Kleen washer which has been installed in 
the plant. The old machine, which it replaces, is shown at the left. Installation of the 
new machine, weighing 42,000 tons, now makes possible the bottling of 120 bottles of 
Coca-Cola a minute in contrast to the previous 80 bottles a minute. To move the 
machine into the plant, the large front plate glass window had to be removed and 
a back wall had to be knocked out. 









VIRGINIA 

A $300,000 bottling works and ware- 
house is now under construction by 
the Coca-Cola Bottling Co. of Rich- 
mond. The newly formed Lynch- 
burg Bottling Company, bottlers and 
distributors .of Donald Duck soft 
drinks, is headed by Gus Costas, presi- 
dent, and Harrison Nesbit, vice-presi- 


dent. 


WISCONSIN 

Dad’s Root Beer Company of Osh- 
kosh has announced the appointment 
of Bob Friend as production manager. 
Firm also recently replaced its 12- 
spout Liquid bottling machine with a 
24-spout unit... Hara Beverage Com- 
pany of Oshkosh, bottlers of Goody 
Root Beer for the past several years, 
recently added Goody Orange Drink 


to its line. 





Double-Cola in his territory. His plant 


is one of the oldest in the state of 


South Carolina, having been estab- 


lished in 1900. 


TEXAS 

A 200 gph Liquid Red Diamond 
Carbonator has been installed by 
Seven-Up Bottling Company, Paris. . . 
Coca-Cola Bottling Company of Bee- 
ville recently acquired a Mason’s Root 


Beer franchise, following completion 


of negotiations by Truman Gill, head 
of Beeville Coke, and Ralph E. Mason, 
president of Mason & Mason, Ine. . . 
J. A. Blanchard, Jr., 
superintendent of the Dallas Coca-Cola 


former plant 


Bottling Co., was recently promoted 
to sales manager of the firm. Mr. 
Blanchard succeeds W. F. Smith, who 
has become manager of the Coca-Cola 
Bottling Co. in Tulsa, Oklahoma. 

A 12-bottle carton has been adopted 
by Coca-Cola Bott. Co. of Brenham. 





peeing ‘Low -temp”’ 


process retains the elu- 
sive fresh fruit goodness in 
the, concentrate. Never a 
cooked or musty taste. Yes, 
GEM Fruity Orange is a 
flavor you may bottle, taste, 
and know it must sell. 


GEM is free of risk and 





One drink--and you can 
faste sales! 





extra work. GEM Fruity 
Orange comes to you com 
plete with juice, acid, color, 
benzoate of soda—just add 
syrup and carbonated water. 


Place a trial order today. 
It’s guaranteed to please 
you and your palate, or 
your money back without 
quibble. Order GEM today, 


HERE ARE OTHER PROFITABLE GEMS 
@ FRUITY GRAPE (made with grape wine and juice) 
e FRUITY STRAWBERRY (high fruit juice base) 
FRUITY LEMON (contains real lemon juice) e FRUITY LEMON-LIME 









e 
NOW IN OPERATION e ROOT BEER ...so creamy, foamy, and stout 
New equipment at the Lane 
Seven-Up Bottling Com- e ¢ 
pany of Le Feria, Tex., is 
shown at right. Included in 
o S 


the new machinery are a 
40-spout Liquid low pres- 
sure filler, 16-wide Liquid 
washer, 15-head _ Liquid 
mixer, 25-ton York cooler, 
and one 1,000-gallon car- 
bonator. The operation is 
six years old. 


FLAVOREX* 


MAKERS OF FINE FRUIT JUICE FLAVORS 





302 S. CENTRAL AVE., BALTIMORE 2, MD. 
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The Sequola e One of these towering redwoods in California stands 364 feet high. The famous “General Sherman” 


measures 32 feet in diameter... its total weight estimated at well over one million pounds ! Some sequoias are 
known to be over 3000 years old... trees that started more than 1500 years before Columbus discovered America. 
Compared to these giants of the western woods, Hutchinson seems young... only 105 years old 


But that’s a long time in American business. We've thrived by making good crowns 


SO and by trying to give helpful service... and we're glad to offer both to you. 


¥ Zo Ged Orns 
HUTCHINSON CROWNS 


W. H. HUTCHINSON & SON, INC. + 1031 NORTH CICERO AVENUE + CHICAGO SI, ILLINOIS 
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General Lucius D. Clay, 
chairman of the Board and Chief 
Executive Officer of the Conti- 
nental Can Company, has been 
elected a member of the Board 
of Directors of the Metropolitan 
Life Insurance Company. 


L. F. Montgomery, president 
of the Atlanta Coca-Cola Bot- 
tling Co., Atlanta, Ga., recently 
received a distinguished service 
award from Junior Achievement 
of Georgia. . . Murdock Kidder, 
sales manager of the Seven-Up 
Bottling Co., San Diego, Calif., 
is treasurer of the Sales Execu- 
tive Club of San Diego. . . San- 
ders Rowland, general manager 
of the Crawford Johnson Com- 
pany, and the Coca-Cola Bottling 
Co., Birmingham, was recently 
elected president of the Down- 
town Club of that city. Mr. Row- 
land also is president of the 
3irmingham and Alabama _ bot- 


tlers’ associations. 


Kurt W. Henze, sales and ad- 
vertising manager for the Chat- 
tanooga (Tenn.) Coca-Cola Bot- 
tling Company, Inc., has been 
elected president of the Chat- 
tanooga Sales Executive Club. . 
Harry Teetz, president of the 
Pepsi-Cola Bottling Company of 
Lynbrook, N. Y., has been elected 
a director of the Long Island 
Sales Executives Club... D. R 
Bowman, accountant in the gen- 
eral office of the Hygeia Coca- 
Cola Bottling Company, Pensa- 
cola, Fla., and who has been with 
the company for ten years, has 
been elected president of the 


Pensacola Jaycees. 


A. Donald Kelso, President of 
Norton Behr-Manning Overseas 
Inc., and Vice President of Nor- 
ton Company, both of Worcester, 
Mass., recently was made a 


Chevalier of the Legion of Honor. 
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ATLAS CERTIFIED 





Industry’s Standard for 102 Years 





ESTABLISHED 1651 





COLORS 
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mor’ UNIFORMITY 


Colors with superior solubility, incomparable 
brilliance, dependable uniformity... no 
wonder they have been industry’s standard 
for 102 years! We produce every color in the 
spectrum... just the color to enhance your 
product with exciting eye and buy appeal. 


For information or special counsel, write us direct. 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRGTARNM ¢ COMPANY Enc. 


89 PARK PLACE,NEW YORK 7 « 11-13 E. ILLINOIS ST..CHICAGO 11 + 4735 DISTRICT BLVD., LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S. A. AND THROUGHOUT THE WORLD 
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BUSINESS EXECUTIVES! 
CHECK THESE QUESTIONS 
If you can answer “yes” to most of them, America’s blood bank needs more blood, now. Be a regular depositor and know 


you-and your company are doing a needed , é 
job for the Naticral Blood Program. that your dividend is saving a life of some American —somewhere. 








HAVE YOU GIVEN YOUR EMPLOYEES TIME : . . 
Sak to taaae Guach Demaraea? It may be a soldier shot down in battle, suffering from shock. Or someone 

sia siniiih iii: wiaiila: baie wits here at home, sick and in dire need of new blood to restore life. A mother in 

NITION TO DONORS childbirth, or a child in an accident. 

DO YOU HAVE A BLOOD DONOR HONOR : ’ ; : ‘ 

ROLL IN YOUR COMPANY America must give. America is you. Won't you call your Red Cross, Armed 

HAVE YOU ARRANGED TO HAVE A BLOOD Forces or Community Blood Donor Center right now, for an appointment? 

MOBILE MAKE REGULAR VISITS? 

HAS YOUR MANAGEMENT ENDORSED THE a| 


LOCAL BLOOD DONOR PROGRAM 


HAVE YOU INFORMED EMPLOYEES OF YOUR 
COMPANY'S PLAN OF CO-OPERATION 


WAS THIS INFORMATION GIVEN THROUGH 
PLAN BULLETIN OR HOUSE MAGAZINE 
HAVE YOU CONDUCTED A DONOR PLEDGE 
CAMPAIGN IN YOUR COMPANY 
HAVE YOU SET UP A LIST OF VOLUNTEERS ; 
SO THAT EFFICIENT PLANS CAN BE MADE 
FOR SCHEDULING DONORS 
Remember, as long as a single pint of blood ite 


may mean the difference between life and 


death for any American . . . the need for . ° ° ° 
blood is urgent! wi eiVe it again rsh ale, again 


OOQOOOC0O0C0O 
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Soft Drinks, 























Piece of Purchaser Ne of Fie 
PLACE OF PURCHASE IN SEVENTEEN MARKETS... ...POSITION, PREFERENCE PERCENTAGES Grocery Store 17 
Place of Purchase | 
PORTLAND, ME WASHINGTON, B.C COLOMBES CimCiama TI WMDIAMAPOLIS MILWAUKEE ST. Paul OOLUTH. SUPERIOR Omand SALT Lage CiTY SEATTLE Lome tach ! SACRAMENTO Fetsno | MOoESTO San 05 ts ED | 
Place of Purchase Place % Place % Place % Place % % Place % Place % Place % Place % Place % Place % Place % Place % Place % Place % Place % Place % Place of Purchase 
Grocery Store = 1 90.5 1. 90.0 1 72.4 1. 57.0 694 1. 46.9 1 a5 1 89.6 1 47.9 1. 14 1 92a 1 a24 1 68 1 AAD 1 65 i oa5 (| 1 03.7 | se Grocery Store 
Beer Depot _ = | | 2 36.1 | i Beer Depot 
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4 SLOW but steady growth in the use of bottled brand preferences, as many brands are not sold in ae — For Gast of tandles Aansasion "tes" 
. ° . one . . TT. in Order of Preference Who Prefer Each Brand 
soft drinks for home use, plus positioning of the all cities, and some have only recently secured par- 1953 1952 
grocery store as the major outlet by far, is revealed tial distribution. Casco 21.7 * 
in the surveys published below. The reports are It is important to note, however, that in these 17 a +4 
: é ° , 
condensed versions of researches made by various markets, the grocery store placed first in all of them Pepsi-Cola 11.4 
newspapers and other publications into the buying as the primary place of purchase for soft drinks. — Dry ye 
. . . ° ry . . . irigo . 
habits and brand preferences of their reader-groups The lowest percentage this category received (Mil- Yukon Club ee 
for many different types of products, including all waukee) was 46.9°7; the highest (Sacramento) Millbrook 2.3 
ee of heverasee 96 R« Moxie » —_ 
type so yeverages. JU. a Hires . 2.3 
Results shown should not be interpreted solely on Dr. Swett ¥" 
, ’ , . , 7-Up '. 
the basis of brand preferences, due to the varying Memphis, Tenn. Clicquot Club 10 
characteristics of each market and the different Misc. 1.8 


listed. 
visible movement of consumers to certain flavors. 


brands Of equal interest, however, is the 


17 Markets Compared 


Brand preferences and places of purchase in six- 
teen U. S. 
in the large table on top of this page. 
detail 
Modesto, Sacramento and Fresno, California, were 


cities and Honolulu, Hawaii are shown 
Portland, 
Maine is reported in more following, and 
article last month 
that these 


newspapers in the respective 


similarly treated in an 
16). This table 


which made by 


(page 
demonstrates surveys, 
are 


cities, cannot be interpreted solely on the basis of 





Using a test panel of 300 carefully selected fami- 
(171 129 colored 


who furnished monthly reports of their purchases, 


lies white families and families ) 


a study in Memphis by the Commercial Appeal, 


Press-Scimitar shows Coke far out in the lead in 
brand preferences. The full table is shown on page 


42. 


Portland, Maine 


Out of 35,000 Portland families surveyed 93.4°; 


responded to the question: “Do you buy soft drinks 


yr 


for home use?” and indicated their brand prefer- 


follows: 


ences as 











There was no change in 1953 from the 1952 fig- 
ures as to where soft drinks were purchased. Gro- 
cery stores led with 90.5°;, followed by drug stores, 
1.3°, ; delicatessens, 1.7 and others, 3.5°7. All soft 
drink brands sold in Portland had 100°, or nearly 
so distribution in both independent and chain stores. 


Knoxville, Tenn. 


A grocery distribution survey made in this city by 
the Knoxville News Sentinel in which trained field 














teT COLOR 


UNCAP SALES! 


Use Scovill’s amazingly light yet strong aluminum 
bottle openers in brilliant colors to match your labels or 
promotional material. You will find they attract real 
attention wherever they go. And, because they remain 
permanently attractive, in addition to opening bottles 
safely and effortlessly, they stay on the job far longer 
than ordinary openers. 










Model No. 105 
—the Standard 
@ Attractively finished 
@ Moderately priced 
@ Easy to use 
@ Popular shape 






shown actval size 


Model No. 106 
—the Over'’N Under 
Made for extra strength 
Large advertising space 


Opens up or down 


Will not cause chippage 


Both models are available not only in colorful 
aluminum but also in bright nickel-plated steel. 
They may be lettered on one or both sides and 
the lettering can be color-filled if desired. Both 
openers are available from stock in quantities as 
low as 1000 pieces with the lettering of most well 
known brands of soft drinks. For descriptive 
literature and samples, write us today. 
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SCOVILL 624 Peotuco 


SCOVILL MANUFACTURING COMPANY 
ADVERTISING SPECIALTIES DIVISION + 59 MILL STREET, WATERBURY 20, CONN. 
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workers contacted 10° (50 stores) of the 590 gro- ROOT BEER 
oe, in the city and snganeantl suburban areas : le Dry 64 320 
showed Coca-Cola leading the colas; Canada Dry in 2. Dr. Swett’s 14 70 
the yinger ale classification; Nehi in the orange 
field; Canada Dry in root beer and sparkling water SPARKLING WATER 
and 7-Up in the others. The full chart follows: 
1. Canada Dr 84 420 
—— 2. White Rock 2 10 
stores out 
of 500 
Percent- carrying ALL OTHERS 
age product 
COLA 1. 7-Up 98 490 
1. Coca-Cola 100 500 4 ig en : pe 
2. Royal Crown 100 = 500 Ee oe a A > 
3. Pepsi-Col 98 490 : ee ers Grape i 
P , 5. Nehi Grape 54 270 
4. Double Cola 48 240 ‘ Sonal ai s b 2 
© tine Cole 4 20 : anada Dry Straw erry. 48 40 
A Ged Rech 2 10 7. Canada Dry Tom Collins Mix 42 210 
’ 8. Mountain Dew 42 210 
9. Canada Dry Cherry 32 160 
GINGER ALE 10. Canada Dry Cream Soda 22 110 
11. Squirt 20 100 
1. Canada Dry 94 470 12. Canada Dry Quinine Water 16 80 
2. Double Dry 16 80 13. California Strawberry 12 60 
3. Buffalo Rock 4 20 14. Cherokee Grape 12 60 
4. White Rock 2 10 15. California Grape 12 60 
16. Hartman Grape 10 50 
ORANGE DRINK 17. California Lemon-Lime 8 40 
18. Nesbitt's Strawberry 6 30 
1. Nehi 74 370 19. Tip Grape 6 30 
2. Canada Dry Orange Soda 68 340 20. Cherokee Lemonade 4 20 
3. Nesbitt 52 262 21. Kist 4 20 
4. Orange Crush 40 200 22. Black Cherry Soda 2 10 
5. Mil-Kay 36 180 23. California Lemon 2 10 
6. Cherokee 8 40 24. Double Grape 2 10 
7. Double Orange 6 30 25. Grape Tune 2 10 
8. California 4 20 26. |I-C Cream Soda 2 10 
Percentage of Sales by Brand, by Race 6 months, 1952—Memphis 
JULY -AUG. SEPT. -OCT, WOV.-DEC, TOTA 
TOTAL TOTAL TOTAL TOT, 
WHITE & WHITE & WHITE & WHITE 
BRANDS ¢ COLORED WHITE COLORED COLORED WHITE COLORED COLORSD WHI ZOLORED COLORED WHITE COLOR 
Coca-Cola Te . Sh 17 -&% 58 .% Te .Sb (¥.cb ih Pm 9 it 
Pepsi-Cola > ry | fed 1.€ 6.3 <2 4.1 a é ? 
Nehi ; 4.2 13.7 4.6 9.6 13 é ‘ : 
Doub le-Cola 3.9 9.1 4.7 ) l Se l 
Seven-Uy 3.3 4 3.0 ) f 3 .€ 4, 
Royal Crown 5 of 2.5 6 eo ‘ 
Grapette 1.5 ) 0.€ 0.7 y 
Chase 1.2 } 1.0 ).0 
Dr. Pepper ).7 0.7 ).1 
Nu Grape 5 of 9 
Sun Crest 3 0.0 ».0 
Orange Crush 4 l 0.1 
Canada Dry Ginger Ale 3 l 0.2 be 
Graport 3 Z 0.3 0.0 
Canada Dry (Unidentified) PY 0.2 ) 2 4 
Canada Dry Sparkling Water 2 ) 0.3 0.4 3 
Hires ).1 ) 0.1 0.2 
Yukon Club Pe 1 0 0.0 0.0 J 
thers 1.¢ | 1.3 1.0 y) 
4 ur chased (Units) +1 3 30 XOL 44 € 43 
INT OF PURCHA 6M 1S 
PERCENTAGE EA 
OF SALES i KROGER R BY-RYT WA 
White lored of f Th 3. Th 
White a lies re . l ‘ 
Cc red Families f 0.0. a 
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The Farm Market 


A new survey by Capper’s Farmer (Topeka) turns 
up some interesting facts about farm beverage con- 


sumption. Beverages, says the survey, are a major 


item in food stores and “the greatest supermarket 
gain is shown in towns with less than 25,000 popu- 
lation . . . where 52°, of the nation’s big volume 
grocery stores are located, and where farm trade 
largely determines dealer preference.” 

Research director Victor Hawkins breaks his sur- 
vey down into six groups of products: 

e Soft drinks are served by 74% of all families, a 
high percentage, Capper’s notes, partly because 
family-style entertainment “is traditional in the 
farm community.” Favorite flavors are cola and 
orange. 

® Regular coffee is served by 92°) of all Capper’s 
Farmer subscribers and 90° of them serve it at 
least once a day. Instant coffee use is on a much 
more limited scale; 27° of subscribers serve it and 
16°; of those serve it once a day or more. 

e Hot tea is served by 68, and 35% serve it at 
least once a day. Iced tea runs close behind with 67% 
of all subscribers serving it and 48% serving it at 
least once a day in summer months. 

e Fresh milk is served by 87% of all subscribers 
and 83° serve it at least once a day. Flavored milk 
is served by 38°; and 29°7 serve it at least once a 
day. 

e More than 96°; of all subscribers serve fruit or 
vegetable juice and, of these, 48°; serve them at 
least once a day. Canned or bottled juice (not 
frozen) is served by 77°, frozen juice by 34%. 
Some 647 still serve fresh orange juice. 

The survey concludes: “The larger-than-average 
size of the farm household, the prevalence of home 
consumption of food and beverages, the tendency 
toward ready-prepared time-saving foods, the thirst- 
producing nature of farm employment .. . indicate 
new horizons in the farm market for manufacturers 
of beverage products.” The full soft drink analysis 


by Capper’s Farmer follows: 


What bottled drinks do you 
and your family use at home? 


Subscribers Reporting 


Brand Number Percent* 
Coca-Cola 750 462 
7 Up 472 29.1 
Pepsi-Cola 398 24.5 
Nesbitt's 237 14.6 
Hires 168 10.4 
Dad's Old Fashioned 139 6.8 
Nehi 128 7.9 
Mason's 107 6.6 
Royal Crown 96 5.9 
Dr. Pepper 91 5.6 
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GLENSHAW 


es 


Hot weather time is 


It’s time for summer diversion . . . time for outdoors 
and hot-weather refreshments . . . time for bottlers to 
meet peak demands for thirst-allaying beverages. 

And it's the right time to bottle your brands in 
Glenshaw Color-Prints . . . the bottles that sparkle and 
“spark” your sales! 


GLENSHAW GLASS CO., Inc., Glenshaw, Pa. 













Grapette 70 4.3 


Mission 67 4.| 
Canada Dry 49 3.0 
Squirt 46 2.8 
Vernor's 42 2.6 
O-So-Grape 42 2.6 
Suncrest 39 2.4 
Whistle 37 2.3 
Orange-Crush 29 1.8 
Barq's 25 1.5 
Kist 23 1.4 
Bireley's 2\ 1.3 
Dodger 2\ 1.3 
Par-T-Pak 21 1.3 
Vess 19 1.2 
Life 18 1.1 
Miscellaneous Brands $54 40.3 


* Based on 1,622 subscribers reporting on brand 


ORANGE & COLA RACE FOR FIRST PLACE 


What bottled soft drinks do you and your family 
use at home? 


Subscribers Reporting 





Flavor Number Percent* 
Cola 1,016 61.1 
Orange 1,012 60.9 
Root Beer 629 35.8 
Lemon 472 28.4 
Grape 434 26.1 
Strawberry 172 10.3 
Ginger Ale 147 8.8 
Dr. Pepper 91 5.5 
Lemon 80 4.8 
Cherry 79 4.7 
Cream Soda 51 3.1 
Squirt 46 2.8 
Lime 18 1.1 
Miscellaneous 102 6.1 


* Based on 1,662 replies 


How Many Persons in Household 
Drink Bottled Soft Drinks? 


Subscribers Reporting 


Number of Persons Number Percent# 
One 87 5.3 
Two 413 25.0 
Three 359 21.7 
Four 37) 22.5 
Five 215 13.0 
Six 116 7.0 
Seven 54 3.3 
Eight or more 37 2.2 


Based on 1,970 subscribers answering question 
# Based on 1,652 subscribers reporting number. 
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Bottler Helps Community In Polio Fight 


Made-Rite Bottling Co., of Marshall, Texas, re- 
cently aided its community in the fight against polio. 

Company route salesmen distributed pamphlets 
on polio preventive measures to local grocers who 
in turn passed them on to parents. 


Distributor Who Becomes Bottler Is 
Honored At Big Pepsi-Cola Affair 

A New York Pepsi-Cola distributor who realized 
his “fondest dream’—that of becoming a Pepsi- 
Cola bottler—was honored at a big testimonial 
dinner in N. Y. C. last month by the entire mem- 
bership of the New York Pepsi-Cola Distributors 
Association and top executives of the parent Pepsi- 
Cola Company. 

He is Sid F. Glichenhouse, president of the dis- 
tributors’ association for the past four years, who 
recently took over the Pepsi-Cola Bottling Co. of 
New Haven, Conn., with Saul and George Pollack 
as associates. 

Among those who paid tribute to Mr. Glichen- 
house were Alfred N. Steele, president of the Pepsi- 
Cola Co.; Dick Burgess, vice-president; Emmett 
O’Connell, president of the Pepsi-Cola Metropolitan 
Bottling Co.; Phil Rubenstein, vice-president of the 
Metropolitan Company; Ruby Pastor, new president 
of the Pepsi distributors’ organization, and Dave 
Levinger, head of a local soft drink workers’ union. 
Glichenhouse is the second N. Y. Pepsi distribu- 
tor to be given the opportunity of becoming a Pepsi- 
Cola bottler. Several years ago, Frank Staropoli 
also moved from a distributorship to operator of 
the Pepsi-Cola plant in Rochester, N. Y. 





Former distributor and now a Pepsi-Cola bottler, Sid 
Glichenhouse, 2nd from right, gets help from 3 top 
Pepsi executives in holding plaque awarded him by 
N. Y. Pepsi-Cola distributors’ group. Left to right: Phil 
Rubenstein, vice-president, Pepsi Cola Metropolitan 
Bottling Co.; A. N. Steele, president of Pepsi-Cola Co.; 
Mr. Glichenhouse, and Dick Burgess, vice-president 
of the parent company. Glichenhouse was praised for 
helping make the distributors’ association one of the 
most aggressive trade groups in the industry. 
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Built extra strong 
for extra trips! 


Made of special, 
water-resistant, 
tough-back board. 


Solid, one-piece 

bottoms—no glue 
seams to weaken 
under load strain. 


They pack perfectly 
in standard cases. 


Ideal for 
automatic loading. 


“Easy to 
carry... 
and the 
more we 
carry, the 

‘ more 
we usel”’ 


and the "6" 
of course 


New Handi-State Carriers are the strongest and safest 
to be found. But most important, they're super point- 
of-purchase salesmen! They UP the unit of sale and 
LOWER the cost of handling. Brilliant, full-color letter- 


press printing gives them proved eye-appeal. 


Whatever brand you boftle, open 
Interstate Carriers! Write today for full details, prompt quotations, 


INTERSTATE FOLDING BOX COMPANY 


THE 






the throttle for bigger volume with 


MIDDLETOWN, OHIO 








































In addition to the new “‘3” and “8,” 
Interstate offers the regular Handi- 
State 6 bottle carrier—used and pre- 
ferred by many leading bottlers of 





national and sectional brands. 
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WHAT’S NEW 
AT THE SHOW? 















Bottlers’ Panel For NAMA Show 


“Problems and Opportunities For Bottlers In 


Vending,” a special panel discussion session, has 








: : been scheduled as one of the numerous events of 
\ interest at the annual convention of the National 
a om, envi: * el Automatic Merchandising Assn. (NAMA), being 
ty : held in Chicago this month from August 23 through 
26 at the Conrad Hilton Hotel. Parent soft drink 
firms will make up a strong segment of the 150 
manufacturers and suppliers exhibiting, with 
booths manned by Canada Dry, Coca-Cola, Choco- 
late Products (Kayo), Dad’s Root Beer, Dr. Pepper, 
Hires, Nehi, and Pepsi-Cola. Cup vendor displays 
will find representation by APCO, Inc., Cole Prod- 


SEE YOU AT THE 
NAMA EXHIBIT 
BOOTH NUMBERS 
415, 417, 419 
CONRAD HILTON HOTEL 

CHICAGO, ILL. 
AUG. 23, 24, 25, 26, 1953 tional Rejectors and ABT. Convention program- 


ming is being built around the theme ‘“‘The Chal- 


Comparison will proue there is no comparison. lenge of Change’. In addition to an impressive 


array of speakers, skit-type presentations will be 
utilized to highlight the effectiveness of personnel 

INC. training techniques; with a symposium devoted to 

ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: Elgin 4318 


“How To Reduce Specific Operating Costs in Vend- 
CHICAGO 39, ILL., 4907 W. Fullerton Ave. sa NAtional 2-3614 5100 San Francisco Ave. « St.Louis 15, Mo. ing’. The bottlers’ panel is slated to be held on the 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 229! 


evening of Aug. 24th, while the following morning 
LOS ANGELES 6, CALIF., 2309 West Pico Blvd.—Phone: DUnkirk 2-5772 Phone COlfax 1900 E E B e 
TORONTO, ONTARIO, CANADA—1I55ia Eglinton Ave., West 
WOODSIDE, LONG ISLAND, N. Y., 39-30 6Ist St.—Phone: ILlinois 8-6302 Opportunities” by Thomas A. Buckley, vice-presi- 


ucts Corp., Lyon Industries, and Spacarb, Inc., 
while bottle manufacturers include Atlas Tool and 
Vendo, with coin mechanisms being shown by Na- 


session will feature an address on “Public Relations 
dent of Vendo, major coin cooler manufacturer. 
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VENDOR AND COOLER NEWS 


@ PLACEMENT 

« FINANCING 

@ MERCHANDISING 
@ MARKETS 

e COSTS 

@ SERVICING 


e® NEW MODELS 


Nehi Cup Vendors In Variety Stores 

A major invasion of the variety store field by cup 
vendors is now under way, centering in pre-mix 
300-drink Refresh-O-Mats (APCO, 
selling non-carbonated Nehi flavors. Handled 


single-flavor 
N.Y.), 
through the Variety Vending Corp., machines will 
go on location in a number of Newberry and Mc- 
Clellan outlets, largely “dry” stores (lacking foun- 
tains) that are not air-conditioned. Set-up calls for 
local Nehi bottlers to buy the vendors through their 
parent company and re-sell them to the variety chain 
on a 2-year time-payment plan. The pre-mix Re- 
fresh-O-Mats require no plumbing connections, and 
will be serviced by a store employee. Bottlers will 
handle refrigeration maintenance, selling Nehi bev- 
erages, cups, etc. to the outlet. 


Lyon’s New Triple Drinker 
Lyon Industries, Inc, (N.Y.), 


single and dual-flavor cup vendors used by a num- 


which has produced 


ber of bottlers, has introduced a 3-selection unit 
with a similar 1400-drink capacity. This new unit 
can be equipped to dispense one “still” drink and 
two carbonated beverages, or all 3 can be carbon- 


ated. There’s a 5.5 gal. syrup tank for the top-selling 
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et the Beverage Cooler that’s 6 ways 


better... get KELVINATOR! 


2—FASTER 
COOLING! 


3—POLARSPHERE 
DEPENDABILITY! 


v4 


Hine. the finest beverage cooler toever bear the Kelvinator 
name... aname backed by more than a quarter-century 
of experience in electric refrigeration! This new, amazingly 
low-priced Kelvinator beverage cooler will bring you more 
sales than ever before! In performance, economy and depend- 
ability, the Kelvinator beverage cooler is six ways better 


q. Glistening stainless steel tops—Easier to keep clean! 
Longer lasting! Completely rust and chip-proof, leak- 
proof lid with a rubber and fabric hinge to eliminate 
sweating! Better Looking! 


2. Cold Beverages are always on hand with this extra fast- 
cooling Kelvinator. Warm bottles become cold in a 
hurry! 


6. 


J—STAINLESS 
STEEL LIDS! 


5—WET or DRY 
" OPERATION! 





Powered by the famous Kelvinator Polarsphere — You're 
assured of silent, efficient, trouble-free operation. This 
cold-maker is world-famous for dependable performance! 


Sturdy Construction guarantees you years of hard service. 
Cabinet is heavy gauge steel, rust-proofed inside and 
out; bonderized; then coated with tough durable Perma- 
lux. Baked-on aluminum finish protects the inside. 


Choice of Wet or Dry Operation with a simple turn of the 
thermostat knob. A handy drain hose is located behind 
the crown receptor. 


Added Insulation with 244 inches of Fiberglas. Welded 
steel frame. Alloy-clad, heliarc-welded aluminum tank. 
Completely sealed against moisture. 








EASY TO FINANCE—For full information on the 4 “painless” practical plans, see your local 
Kelvinator Distributor or zone office, write: Beverage Cooler Dept. 
Nash-Kelvinator Corp., 14250 Plymouth Road, Detroit 32, Michigan. 











Kechnunatovr 


DIVISION OF NASH-KELVINATOR CORPORATION, 
DETROIT 32, MICHIGAN. 








Sugar Loaf watches as Brazilians 
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accept the invitation 


“Beba Coca-Cola” 


On the beach at Rio, in the shadow of 
famous Sugar Loaf Mountain, Coca-Cola 
is part of the Brazilian scene—just as it is 
part of the scene wherever people gather 
in the U. S. A. Around the world, 
Coca-Cola is wholesome refreshment... 
welcome refreshment. It brings the friend- 
liness of the States to good neighbors 
everywhere ...is the favorite of all who 
play refreshed or work refreshed. 


DRINK 
















ee 


thirst-quencher, with two others holding 3.5 gals. 
each. As a distinct feature, Lyon has introduced 
“coin controlled selection of flavors,”” which operates 
as follows: The patron drops his coins in that insert 
provided for the flavor of his choice and a drink is 
dispensed automatically. Initial preduction is slated 
to start this month. 


Mechanical Coin Changer 

A mechanically actuated changemaker, designated 
as the “6500”, which can be used on bottle vendors 
was recently previewed by National Rejectors, Inc. 
(St. Louis). Possessing the features of the firm’s 
electrical units, the 6500” will accept pennies along 
with nickels, dimes, and quarters, and is activated 
by the patron pulling down a lever on the coin 
cooler. Designed to facilitate quick shifts when costs 
rise, the National changer can be converted from 
one vending price to another for even or odd-cent 


sales without any additional parts. 


Competition Limits Rate & Rental 


In the face of competition from a rival cola firm, 
the Royal Crown Bottling Co. of Huntington, W. Va. 
is maintaining a 5c vending price in most of its loca- 
tions, which are primarily industrial sites. A low 
rental rate is also in effect in such stops, where the 
machines are leased on a nickel per case vended 
basis. However, some vendors have been sold out- 
right and are geared to 10 cent operation. Bottler 
L. G. Brisbin also reports that ‘a few we rent are at 
intermediate prices between 5 and 10 cents.” Royal 
Crown Bottling uses Ideal (Bloomington, Ill.) coin 
coolers, dispensing Royal Crown Cola, Nehi flavors, 


and Upper Ten. 


1500 Units In 2 Years 

In Houston, Tex., the Dr. Pepper Bottling Co. 
has come up with a sales increase for the first 
three months of 1953 that equals the total increase 
shown for all of 1952. Among the major factors 
credited with boosting this plant’s volume is its 
automatic merchandising drive. Beginning its ven- 
dor program just two years ago, Dr. Pepper Bot- 
tling currently has more than 1,500 coin coolers 
registering ‘extra’ on-premises business in the 
Houston area. 


Coin Cooler At Store Show 


With the National Store Modernization Show, 
recently held in New York for retail executives and 
architects, themed to the updating of sales outlets, 
the parent Pepsi-Cola Co. made vending a feature 
of its exhibit. A 5-case single-flavor Mills (Chicago) 
coin cooler was on view, spotlighted as a “plus” 
profit builder for stores. Keynote of the show was 
the viewpoint that: “For the retail merchant who 
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CANS VS. BOTTLES 


At an Esso gas station in New Jersey, 4-selection “Soda 
Bar’ vends 6-oz. cans of C&C “Super” soft drinks side- 
by-side with a Coke coin cooler. Canned menu in- 
cluded root beer, ginger ale, and grape soda along 
with cola, priced at a dime like the bottled beverage. 
Station is one of a group testing motorist preference 
of take-away cans vs. a top-selling bottled product. 





wishes to increase sales, attract the best type of 
employee, cut operating costs, and keep ahead of 
the parade, modernization must be a never-ending 
process.” Local bottlers may find it effective to in- 
corporate this ‘‘modernization” theme in a sales 
presentation aimed at encouraging location-owners 


to install a new vendor. 


. , 
Rubber & Refreshment 

Better than 80 Coca-Cola vendors are now in use 
at the Goodrich rubber plants in Akron, O., with 
additional machines utilized at the company’s other 








AD VALUE IN VENDING 


Concrete evidence of the point-of-purchase adver- 
tising potential available in automatic merchandising 
is demonstrated by the decal on this coin cooler in a 
Waterloo, Iowa, gas station. Plug for “Family Pack’ 
ties in with display at left, encouraging take-home 
case purchases by motorists. 
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Asks Those Bottlers — a Did You 
MAKE “2 PROFITS INSTEAD OF ONE,” 
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To Bring You 
Plenty of 
Round Trips 








Fibreboard is used in 


GAYLORD 
Beverage Carriers 


There’s a reason why Gaylord carriers 
stay strong, straight-stacking and 
good-looking. These are the only 

beverage carriers built of Gaylord’s 

patented solid fibre board... 

specially developed by Gaylord 
scientists to withstand rough 
handling and moisture. 





Testing Board for Whiteness 


For help in finding the 
beverage carrier that will reduce 
your bottle-handling overhead, 
consult your nearby Gaylord 
Sales Office listed under 
"BOXES (Gaylord)” in the 
classified section of your 


phone book. 





Sales Offices: Coast-to-Coast 


GAYLORD CONTAINER CORPORATION 
General Offices: ST. LOUIS 
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20-odd factories around the country. With rubber 
manufacturing and refreshment going hand-in- 
hand, John N. Hart, the firm’s director of employee 
relations, ranks soft drinks vendors as an indus- 
trial asset. He notes: “Happy moments of relax- 
ation and refreshment, which provide alertness on 
the job for the men and women of the B. F. Good- 
rich Company, are as near as the nearest Coca- 


Cola cooler.” 


Minn. Machine Inspection 

With the growth of cup beverage vending, regu- 
latory legislation has begun to come into effect in 
various parts of the country. The most recent step 
in this direction is a state law enacted in Minne- 
sota, providing for the inspection of “cup vending 
machines and similar dispensing devices where 
food or beverages are dispensed for sale to the 
public.” Such inspections are to be made by the 
State Department of Public Health. (The Minne- 
sota state soft drink law is administered by the 
Dept. of Agriculture, Dairy, and Food.) 


Revenue Aids Employee Activities 

An idea of just how automatic merchandising 
can be utilized to benefit employees by serving as 
an extra source of revenue to help underwrite 
their welfare, sports, etc. activities can be gathered 
from a program in use at the State Farm Insur- 
ance Companies of Bloomington, Ill. About 95% of 
these firms’ workers belong to an Employees Activi- 
ties Assn., financed by $2 annual dues matched 
with a management contribution of $4.50, and sup- 


plemented by vending machine commissions, which 
run around $500-$600 per month. Vendors include 





VARIETY BUILDS VOLUME 


It's a 6-selection SodaShoppe (APCO, INC., N. Y.) at 
the RKO Jefferson, New York movie house, where 
drinks are vended at 10 cents. Selectivity in this 1000- 
cup machine caters to the varied tastes of movie- 
goers, featuring 4 carbonated drinks (Coca-Cola, root 
beer, lemon-lime and orange soda) and 2 non-car- 
bonated thirst-quenchers (lemon punch and orange). 
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soft drink, milk, coffee, candy and cigarette units, 
strategically placed within a 13-floor main office 
and 3 outlying buildings. According to Helen Has- 
kell, Supervisor of Activities, such placements avoid 
heavy traffic between floors, and she noted: “The 
employee benefits through these vending machines 
by the ‘snack service’ of satisfying his hunger and 
thirst, as well as by supplementing his recreation 
program by the revenue gained.”” The 7 milk ma- 
chines, dispensing milk, chocolate milk, buttermilk, 
an orange drink and even lemonade during summer 
months, are geared to dime operation; but & coffee 
machines vend java for a nickel. Five cents is also 
the price for soft drinks, and 18 bottle vendors are 
in operation on every floor of the home office as 
well as the outlying buildings. These are Coke coin 
coolers, serviced by the local Coca-Cola Bottling 
Co. Says Miss Haskell: “On the average, the Coca- 
Cola machines produce more revenue than the candy, 


milk or coffee machines.” 








NEW BEVERAGE COOLER 


A new self-contained beverage cooler has been 
announced by the Fogel Refrigerator Co., Philadelphia. 
Available in 4 and 6 foot lengths and measuring only 
29" deep and 37” high, these new models feature all 
welded steel construction: heavy density fiberglas 
insulation; durable hard baked enamel exteriors; and 
stainless steel tops, doors and front aprons. Smaller 
unit shown has a capacity of 16 cases of 6 oz. bottles 
or 12 cases of 12 oz. bottles. Larger model has a capac- 
ity of 30 cases of 6 oz. bottles or 24 cases of 12 oz. 
bottles. 





Eye Appeal & Buy Appeal 

In an article in the Jan. issue of NBG titled 
“Vendor Styling Boosts Sales”, it was pointed out 
that some coin coolers have taken on a vertical 
shape, since these upright units not only require 
4 minimum amount of floor space, but permit an 
eye-level trade mark display enabling the product 
to be identified from a distance. Mills Industries 
(Chicago), manufacturing this type of vendor, has 


begun to feature such points in ads directed to bot 
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CUP BEVERAGE 
VENDING MACHINES 
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LYON 
MODEL 
1400-2F 


Dual-Drink 
Vender 














Here is the heavy-duty trio for greater profits! 


LYON MODEL 
1400-3F 


Multiple-Drink Vender 
Serves choice of 3 carbonated 
beverages — or 2 car- 

bonated and | still 


“wz 


Each vender serves 1400 drinks without refilling. 
Each vender has a removable “Electric Heart” 
for easier, faster servicing. Each is compact 

in size. Each machine insures perfect uniformity 
of flavor and carbonation. And all three 
venders live up to the LYON reputation of 


“the world’s finest!” 


LYON INDUSTRIES, INC. 


373 Fourth Avenue °* New York 16, N. Y. 
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Our job is to help make your food products more 
appealing, more nourishing and better tasting so your 
customers will want to enjoy them time and time again. 

lo do that we concentrate on giving you highest 
quality sugars — both granulated and liquid — custom 
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tailored to your specific needs — delivered in bulk to 
cut your handling costs. Producing sugars for indus- 
try — for industry only — is the business of Refined 
Syrups & Sugars. 

To give your customers the high quality foods they 
deserve, be sure to use HUDSON VALLEY granulated 
and FiLo-Sweer liquid sugars — produced by the 
refinery serving the needs of industrial sugar users 


exclusively, 





tlers. Stressing the vertica! coin cooler’s role in 
supermarket locales, the copy claims: “Its lean 
compact size is just right to fit in anywhere, and 
it’s tall so it can be seen from every angle and draw 


customers from throughout the market.” 


Victor Coke Coolers 

Large-capacity coolers, designed primarily for 
under-the-counter use or big-volume self-service 
spots, are being produced for Coca-Cola bottlers 
by the Victor Products Corp. (Hagerstown, Md.). 
Built in 31 and 45-case sizes, the boxes are finished 
in Coke red, and they are designed so as to be used 
as a counter when equipped with a “service top”. 
Lids are of the glide-back type, providing access to 


three sections of the cooler. 


National Rejectors In Canada 

Keeping pace with the expansion of soft drink 
cup and bottle vending north-of-the-border, Na- 
tional Rejectors, Inc. (St. Louis) has opened a 
service office in Toronto. This branch will meet the 
coin mechanism repair and parts needs of Cana- 
dian bottlers, and also provide maintenance train- 
ing courses for plant employees. Headquarters will 
be 155la Eglinton Ave., W., Toronto, Ontario. 


Strawhat Sites 

A number of bottlers are reported to be success- 
fully tapping a seasonal segment of the theatre 
market—summer stock playhouses. These “‘straw- 
hats”, found both in country and seashore vacation 
regions, include some 125 houses operating under 
Actors Equity contracts and about twice that num- 


ber in the non-Equity class. Such sites range all 








ONE FOR THE LAW 


Among the varied sites in Lafayette, La., that the Dr. 
Pepper Bottling Co. covers via vendors is the City 
Police Station, where a 4-case SeleciiVend rings up 
sales. Officers and visitors find the machine a handy 
source for refreshment. 
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full-fledged 
barns, but they have one thing in common—the 


the way from theatres to converted 
audience gets thirsty. Soft drink sales can be made 
via vendors, at stands built around coolers, and 


even from mobile cooler carts (utilizing picnic 
coolers) which ply the aisles during intermissions. 
One house, featuring a Gay Nineties decor, had 


its drink cart labeled “‘Phosphates’”’. 


Sugar-Free Drinks Cup Vended 

The popularity that bottled sugar-free soft drinks 
is currently enjoying in the New York area has 
prompted their sale in bulk via the cup vendor. 
Flavors are being manufactured by the Sero Syrup 
Co. of Brooklyn under the “B-Slim” brand name, 
and are featured in multi-drink machines operated 
by Automatic Canteen in stations of the New York 
City subway system’s IRT line. Flasher signs as 
well as title strips call attention to the sugar-free 
beverages. 


Drink Vending Sets 
Movie Pattern 

Speaking at the recent National Confectioners’ 
Assn. convention in New York, Leon J. Levinson, 
concessions chairman of the Theatre Owners of 
America, exhibitors trade group, advised candymen 
to take a leaf out of the beverage book in upping 
volume via movie vendors. Maintaining that candy 
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Stainless Steel 
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Heavy Rubber Cord and Plug 











MANUFACTURING CO., INC 


WEST BERLIN 62, NEW JERSEY, U.S.A. 
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machines in cinemas were not realizing their poten- 
tial, Mr. Levinson cited cup drink vendors as an 
merchandising could 


example of how automatic 


account for more and more theatre sales. Indi- 
cating that changes in lobby marketing procedures 
might produce a greater sales level, he noted that 
soft drink machines were once utilized mainly as 
an auxiliary to counter operations, but now account 


for most of the movie drink gross. 


Food Store Feature 

A woman shopper enjoying a Coke from a coin 
cooler is the basic illustration in an advertisement 
used by Coca-Cola in a recent issue of the “Pro- 
gressive Grocer’, food trade publication. Copy 
stresses ways to increase bottled drink sales and 
profits (1) through added shelf space; (2) by dis- 
play in a second location to sell impulse buyers who 
may miss the beverage department; and (3) via the 
vendor. Says the ad: “Sell Coca-Cola ice cold from 
a cooler to refresh your customers and extend their 


shopping time in your store.” 


Singles & Selectives 

Down in Gonzales, Texas, the Coca-Cola Bottling 
Co. is using both single-drink and selective vendors, 
since this plant bottles its own line of Big Chief 


flavors as well as Coke. With coin coolers in varied 
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VENDOR FOR THEATERS ... 


Designed especially for theater installations is this new 
3-flavor Cole Products cup vendor. Called the “Magni- 
flo”, it has a 1200-cup capacity. 





outlets, Bottler David J. Michaelson does not rate 


sites by tyr» alone, pointing out that machine 


volume is equally dependent on the size of a loca- 


tion. For Coca-Cola, this plant uses Vendo (Kansas 
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City), Mills (Chicago) and Westinghouse (Spring- 
field, Mass.) vendors, while the multi-flavor Ideals 
(Bloomington, Ill.) are employed where a selection 
of drinks is desired. Some equipment is sold out- 
right, with others rented at either 10 or 15 cents 
per case; and both 5 and 6-cent price vending 
levels are in effect in the Gonzales territory. 


Robot Revolution In the Supermarkets? 
“Grey Matter’, house organ of the Grey Adver- 
tising Agency, devoted a recent issue to “The Com- 
ing Mechanization Of Self-Service” in the food 
industry. Pointing out that self-service in food 
stores has been ‘‘almost totally bereft of mechaniza- 
tion’, the agency contends that since this form of 
retailing is presumably an automatic process, it 





must turn to mechanical contrivances, such as vend- 
ing machines. As currently employed, the report 
holds self-service “has squeezed dry its cost-cutting 

potential”, and predicts that to increase profit on 

e food items, the supermarkets must undergo “the 

TO SERVE YOU BEST. ee next great retail revolution’. In discussing auto- 


matic merchandising (along with other ideas), it 





This modern entrance to our new home office and crown manufacturing plant typifies 
the up-to-the-minute facilities that are provided here to meet your beverage sealing } 


requirements. With the latest, most improved equipment...and many years of 





experience with bottlers’ problems . ... we can serve you to your best advantage. 
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There's a Mundet Office 
or representative near you 
*ATLANTA 
339-41 Elizabeth Street, N.E. 
*BOSTON 
57 Regent St. (No. Cambridge 40) 
CHICAGO 
35 E. Wacker Drive 
CINCINNATI 2 
427 West 4th Street 
DALLAS 1 
601 Second Avenue 
DETROIT 21 
14401 Prairie Street 

*HOUSTON 1 . 
Commerce and Palmer Streets 
JACKSONVILLE 6, FLA. 
800 E. Bay St. 
KANSAS CITY 7, MO. 
1428 St. Lovis Avenue 
*LOS ANGELES (Maywood) 
6116 Walker Avenue 
*MILWAUKEE 9 
4834 N. 35th Street 
*NEW ORLEANS 16 
315-325 N. Front Street 
PHILADELPHIA 39 
856 N. 48th Street 
ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 

















































*In Canada: 
Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 


*CROWNS CARRIED IN STOCK 





HOT AND COLD VENDOR 


A combination hot coffee and 3-cold beverages vendor 
is currently being offered by Rudd-Melikian, Inc., Phil- 
adelphia. Capacity is 450 cups of coffee, 600 servings 
of soft drinks. Principal features are thermostatically- 
controlled refrigeration, push-button selection, adjust- 
able syrup valves, and stainless steel ixterior construc- 
tion. Germicidal lamp and free-sliding transparent 
plastic door protect cupwell. 
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observes: 





“The vending machine is on the brink of 
great developments. .. . Sections of the food super 
may ultimately turn to mechanical vendors that will 
bear no more relationship to the vending machine 
as it now exists than does a modern jet plane to the 
Kittyhawk model.” 
with the thinking behind some coin-actuated retail- 


Such a move would be in line 


ers, now in the blueprint stage, which are being 


designed to dispense 6-bottle carryhome cartons. 


Auto Showroom Potential 


Keep an eye on those automobile showrooms in 


your territory. Dealers are no longer just “taking 
orders” for cars, and selling has become a matter 
1940, 


The pent-up post-war demand for new autos no 


of keen competition for the first time since 


longer exists, while material restrictions that for- 
merly limited factory output have been lifted——and 
the result is a record production. With dealer stocks 
high, showroom courtesies have returned to the pre- 
war norm. Result is for car dealers to cater to the 
potential customer, opening showroom outlets either 


pointed up the role of automatic merchandising as 
a bottler’s sales tool. Notes the story: “Vending of 
soft drinks by machines, usually at 10 cents a drink, 
Machine 


of all national soft drinks business, 


is gaining in popularity. sales now account 
for about 20°; 


as compared with about 15°; two years ago.” 


Pepsi Push 
Some interesting points in Pepsi-Cola’s current 
drive for the vending market came to light at a 


series of 5 regional bottler meetings, aimed at 


expanding syrup business. ... Viewing cup machines 
as “another strong link in the chain of availability 
and sampling which leads to bigger take-home sales 
of bottled Pepsi” 


bottlers going into this phase of vending, 


, company spokesmen found more 
which 
accounted for 7! million gallons of all brands of 
cola syrup. Hundreds of thousands of gallons 
cleared through machines in military sites. It was 
noted that the majority of the Navy’s Atlantic Fleet 


vessels have vendors dispensing Pepsi exclusively ; 


. In movie outlets, Pepsi now claims to have its 
products in 40°, of the country’s 11,000 houses 
with more than 400 seats; and to be the exclusive 
cola in 70°, of the houses of the 5 major cinema 
chains. Since the Fox Theatres switched to Pepsi 
in 1950, 62 of the company’s bottlers have marketed 
more than a million cases in 469 houses. 

“Candid Camera” Catches Consumers 


Television viewers are familiar with the “Candid 


Camera”, a program in which a hidden movie camera 


films people—generally involved in some “gag” situ- 
ation, who are blissfully unaware that their actions 
are being photographed. 

Vendors have now become such an everyday fix- 
ture that a cup machine was recently used as the 
With 
the produc- 


major prop of a recent episode on this show. 
the permission of a theatre manager, 
“fixed” 


tion’s staff a vendor so that the cup would 


not drop when a drink was dispensed. To further 


inspire reaction on the part of the confused patrons, 






























USS New 


accounted for more than 300,000 drinks in less than 




















and that machines aboard the Jersey 


to a vendor or cooler installation where refreshing a speaker device was placed in the machine, making 


soft drinks help place the prospective car-buyer in se ‘ it appear as though a man were inside the vendor, 
Py I . a month’s time. ...In Sears Roebuck stores across appear & IZ : : 


a receptive state-of-mind. 


repairing it. People were secretly photographed by 


the country hundreds of bottle and cup-type units 
have been installed; while 20 major rail, ship and the “Candid Camera” as they naively talked to the 
Wall Street Journal Boost air lines have been signed to serve Pepsi. ... Among machine, and since some of the dialogue that came 


“‘double-talk’”’, it 


added to the overall humor (?) of the situation. 


Forecasting a new soft drink sales record for the concessionaire outlets tapped were race tracks from the vendor mike was pure 


this year, a feature article in the Wall St. Journal in St. Louis, Cleveland, Chicago, Detroit and Denver. 











Are Your Rising Costs Worrying You? 


If they are, if you want to reduce them this Season, 
and end the year with a profit—get on the phone 
or wire for full particulars on the amazingly 
economical 
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WASH BOTTLES CLEANER 
AT LOWER COST WITH 


DIVERSEY 


MINIMIZES 


CALL YOUR 
DIVERSEY D-MAN TODAY 


THE 
DIVERSEY CORPORATION 


1820 Roscoe Street, Chicago 13, Illinois 


In Canada: The Diversey Corporation (Canada) Ltd.; 
Lakeshore Road, Port Credit, Ontario 





Dealer's Year-Round Effort 
Boosts Soft Drink Sales 


Although bottlers will occasionally hear a dealer 
gripe about the inconvenience of handling bever- 
ages, most dealers today recognize that their bev- 
erage business is an important part of their overall 
operation. 

Typical is the thinking J. A. Lee, store branch 
manager of the B & B Cash Grocery Store in 
Tampa, Fla. Summing up the value of handling bev- 
erages, Mr. Lee recently said: 

“We are extremely pleased with the operation 
and performance of our beverage department. Bev- 
erages are easy to stock, and to handle. They do not 
require constant supervision, which lowers the over- 
head. They occupy a relatively small amount of 
space and provide a good return, and most impor- 
tant, they are on the ‘want list’ of nearly all shop- 
pers.” 

These are the reasons Mr. Lee’s store, like many 
others throughout the country, utilizes year-round 
displays for beverages. 

Coupled with seasonal promotions, the regular 
merchandising of cool drinks brings about approxi- 
mately 2°; of the store’s overall volume, with the 
gross of the beverage department running about 
$1 per square foot, per week. 

B & B has its soft drinks located close to the 
store’s main entrance. Mr. Lee has found this loca- 
tion good for two reasons. One, because the items 
are mainly of an impulse type, and secondly because 
shoppers will be more inclined to put a six-bottle 
carton into an empty cart, than into one which 
is already full. 

Soft drinks are sold by the store from a 15-foot 
gondola, topped for identification by a large sign 
reading, “Beverage Department.” A complete stock 
of soft drinks is displayed, in addition to the mixes. 
Beer is also included in this section. 

In the permanent department about 100 cases of 
beverages are displayed. Carry-home cartons and 
cases are grouped together for joint sales impulse. 

In regular newspaper advertising, B & B execu- 
tives usually allot a place for soft drink advertising, 
with but one brand being singled out for weekly 
promotion. 

“Only a limited amount of space in the ad can 
be devoted to beverages,” Mr. Lee observed. ‘Play- 
ing up one brand a week enables better use to be 
made of the space than if all brands were included.” 

Bottle returns are handled by the head cashier, 
who is stationed at the front of the store next to the 
beverage department. Frequently, according to Mr. 
Lee, a customer turns in an empty case, and gets 
a full one, so there is no actual deposit transaction. 

During the summer months the store is using 
special displays of picnic and outdoor meal items, 


with soft drinks getting a prominent spot. These 
displays will also include crackers, cookies, paper 
plates, paper napkins, thermos jugs, cheese spreads, 
olives, pickles and other related picnic items. 


Canada Dry Song Will Push 
"Gin and Quinac”" 


Canada Dry has taken to the juke boxes and disc 
jockeys to do a missionary job in promoting its 
quinine tonic in the drink, Gin and Quinac. A new 
popular song with a calypso beat has been recorded 
for Canada Dry by Shep Fields, titled “Keep Cool 


’ 


(Gin and Quinac)” and is being distributed through 
regular popular song channels by MGM Records in 
a joint promotion with Canada Dry and its bottlers. 

Not a commercial, the song lyrics tell a witty 
story of romance and fiesta, and suggest that when 
things get too hot, one should “keep cool by sipping 
Quinac and a little gin.” Rave reviews of the catchy 
song have already appeared in syndicated columns, 
including Walter Winchell’s. 

Elaborate plans have been laid to promote the 
tune among disc jockeys, juke box operators, and 
record shops, as well as in bars which have juke 
boxes. “Our aim is to give the song a strong initial 
promotion, with the hope that it will catch on with 
the public and then build on its momentum,” said 
F. E. Bensen Jr., Canada’s Dry’s ad manager. 
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California Bottlers Eye Diet Drinks 


Dietetic beverages, now selling well in the north- 
east, are beginning to attract the interest of West 
Coast bottlers. In California, the State Department 
of Public Health is receiving many requests for 
information regarding the proper labeling and sale 
of beverages of this kind. 

The Bureau of Food and Drug Inspections, of 
the California State Department of Public Health 
is advising that labels must plainly set forth the 
fact that the contents is a dietary product, the num- 
ber of calories in the drink, the name of the sweet- 
ening agent used, the net contents of the container 
and the manufacturer. 
Common names for soft drinks cannot be used. Sales 


name and address of the 
may be made through drug stores, health food stores 
and other outlets, including grocery stores with die- 
tury food departments. However, displays cannot be 
made with beverages containing sugar. 


Hawaiian Punch Now In Cans 

Hawaiian Punch, for years sold exclusively in 
bottles, a products of Pacific Citrus Juices, Fuller- 
ton, Calif., is now offered also in cans. It is now 
available as a concentrate in 6-oz bottles and in 6-0z 
cans, and reconstituted and ready to drink in 46-0z 


cans. 
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HOME OFFICE (3 Plants): Milwaukee 10, Wis. 
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2400 Buchanan St., Jordon 7-8224 

9118 Sunset Bivd., Bradshaw 2-7534, 
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Squirt's National Ad Drive 
Getting Heavy Local Support 


Earliest reports from Squirt bottlers throughout 
the nation indicate that this year’s national adver- 
tising campaign is off to a strong start. Already 
Squirt bottlers are engaged in local merchandising 
and promotion activities tied-in with the national 
campaign. 

Considerably increased numbers of Squirt bot- 
tlers are using 24 sheet posters at the present time 
or are planning their use within the next few weeks. 
Showings of the boards have been scheduled in a 
total of 112 markets. 

Newspaper advertising has also shown a sharp 
rise. Bottlers will use both national campaign theme 
Over 164 
markets are reported as having begun or are about 


ads, as well as coupon’ promotions. 
to begin their newspaper advertising programs. 
Radio and TV, too, will be in greater use this year 
to support the national campaign. To date a total of 
35 markets will be using radio advertising, while 12 
markets will be using television time schedules. 
Further, over 200 Squirt 
or getting ready to push the Snowball, in what 


Bottlers are pushing 


promises to be the most powerful bar, tavern and 
liquor store promotion in The Squirt Company’s 
history. Supporting the Snowball throughout the 
country will be such famous Hiram 
Walker’s, Calvert’s, and Gilbey’s. Both vodka and 


gin will be used in merchandising the Snowball 


hames as 


with major brand distributors and representatives 
tying-in on the promotion in many parts of the 
country—in view of their very successful experience 
in promoting both the Snowball and Glow-Ball in 
previous years. 

In addition, Squirt bottlers are tying-in a wide 
range of local promotions and merchandising activi- 
ties with very heavy accent on sampling programs. 











American Products Help Foreign Allies, 
Pepsi Executive Reports 


American industries not only increase the econ- 
omic health of foreign countries where they have 
been introduced, but more important, they trigger 
off a series of related industries which further help 
to increase the country’s economic progress, accord- 
statement by W. B. 
president of 


ing to a Forsythe, first vice 


Pepsi-Cola Company, on returning 
from his annual world-wide inspection tour of the 
Company’s bottling plants in 45 foreign countries. 

“Pepsi-Cola, for example, exports the know-how 
and the technical assistance for a local man who sup- 
plies the capital to start a Pepsi-Cola bottling plant 
By literally introducing a new industry into a com- 
munity, an almost endless chain of economic prog 
ress is set off,” said Mr. Forsythe. 


Pointing to the substantial gain in overseas sales 



































“| SWITCHED TO SQUIRT” ) 


Says Harold Cook 
Kingston, Pa. 





Because... “I was never one 
for mixed drinks, but, Squire 
makes too smooth a 

drink to pass it up’ 













“| SWITCHED TO SQUIRT” 


Says Margaret Keenan 
Peoria, Illinois 


Because... “It's 
really super tasting 
with after-school 
sandwiches.’ 





“| SWITCHED TO 
SQUIRT” 


Says Policewoman Fannie Notte 
Paterson, N. J. 


Because... “My husband's barbe- 
cues got so popular when we 
started to have plenty of Squirt 
on ice...served as a mix, or, as a 
beverage, Squirt was the life of 
the party..." 
































“| SWITCHED TO SQUIRT” 


Says Mike Woodward 
Spokane, Wash. 


Because ... “after practicing bas- 
ketball on the garage wall, it’s 
sure great to have Mom bring 
out the cold Squirt 
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of Pepsi-Cola, now being achieved for the 14th con- 
secutive year, Mr. Forsythe said that many Ameri- 
can manufacturing concerns could benefit similarly 
by expanding production facilities in foreign mar- 
kets. 


Mr. Forsythe added that Pepsi-Cola Company is 
currently engaged in a long-range program of ex- 
pansion throughout the free world. In 1953 alone, 
25 new Pepsi-Cola bottling plants outside the United 
States will commence production. 


He pointed out that a Pepsi-Cola operation pro- 
vides employment for local residents, buying power 
for more individuals and, in addition, pays taxes 
for community improvement. Even more significant, 
however, is the fact that a Pepsi-Cola bottling plant 
directly enhances the long range economy of the 
country because of the inter-related industries 
which must supply materials for its operation. 


“Most Pepsi-Cola operations overseas are carried 
on by franchised bottlers——all successful business 
men widely respected in their own communities. 
With their intimate knowledge of local economic 
conditions and business methods, they have con- 
tributed immeasurably to the tremendous increase 
in Pepsi-Cola sales achieved in recent years,” Mr. 
Forsythe said. 
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Gaco Tufbilt 
Beverage Cases 
ONLY WOOD CAN TAKE IT... the abuse your cases 


must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 
because they . , 


LOOK BETTER 
LAST LONGER 


Standard 
replacement ports. 
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‘Mobile Showroom 
Sells Lots of Coolers 








ROLLING BILLBOARD 

This display van, utilized in the Dallas, Tex. territory 
by the Coca-Cola Bottling Works, not only brings 
coolers and vendors to potential customers for a first- 
hand demonstration, but doubles as an ad medium 
by carrying prominent illustrations on the truck's sides. 





7 HE ‘“‘mobile” 


and cooler display in a vehicle, and carrying this 


sales system of mounting a vendor 


showroom direct to the location, has been utilized 
successfully for the past 3 years in the Dallas, Tex. 
area by the Coca-Cola Botling Works. This firm 
uses a specally designed van for demonstrating sev- 
eral models, and salesmen take turns driving the 
vehicle out to their potential customers. 


“If the prospect doesn’t buy on the spot,” says 
sales manager Frank Smith, “‘there’s a good chance 
of selling him later as a result of the demonstration. 


And now and then we'll run into a ‘bonus sale’—from 








MOBILE SHOWROOM 

Van showcases a display of coolers and vendors 
available from the bottler, while a supply of ice cold 
Coke is available to put prospects in a receptive frame 
of mind. Rack at right carries sales aids, order blanks. 








a dealer next door to the prospect who just 
dropped in to see what was going on.” 

Vendors and coolers are mounted in the van, while 
a wall rack holds such items as price lists, sales aids, 
a merchandising handbook, pencils, order blanks, 
etc. A small desk projects from the rack for the pros- 
pect’s convenience in signing his name to a sales 
contract. As many as 8 machines have been sold dur- 
ing a single day, in this mobile showroom, and Mr. 
Smith states: 
this vehicle for bringing cooler and prospect togeth- 


“Based on our experience, we consider 


er a merchandising must.” 


Jacob Beim 


Jacob Beim, 70, a former co-owner of the Cres- 
cent Beverage Co., Newark, N. J., passed away 
recently. Mr. Beim was for many years treasurer 
of the New Jersey Bottlers of Carbonated Bever- 


“aves, 


C. P. Dempsey 


Curtis P. Dempsey, manager of the NuGrape Bot- 
tling Co., Dallas, Tex., passed away recently. He 
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was 47. 
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Red Arrow, the truck built with the operator in mind. 
Features . . . quick automatic action... positive safety 
handle . . . easy rolling ... easy lift. . easy steering. 
Machined standardized parts and bolted frame make 
maintenance cost practically nil. 

In time and manpower saved, pays for itself 
many times a year. 
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Summer Premium Offer: 


Refrigerators With Coke Tie-In 
Proving Unique Volume Booster 


FT ne Pittsburgh (Pa.) Coca-Cola Bottling Com- 
pany and a local appliance distributor have hit on 
a sure-fire method of beating the heat as well as 
the sales record in one of the most unique pro- 
motions ever tried. 

A summer long supply of Coca-Cola is being given 
free to any purchaser of an Admiral refrigerator, 
according to Sidney N. Strotz, president of the Qua- 
ker State Coca-Cola Bottling Company, and J. Elias, 
president of the Keps Electric Company, the tri- 
state Admiral distributor. 

Working closely together, Strotz and Elias have 
arranged with Admiral dealers to furnish 12 cases 
of “Coke” to anyone buying an Admiral 9 or 11 


cubic foot refrigerator. 
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The Keps Electric Company sales force prepares to 
promote Admiral with Coca-Cola. Left to right are: Jack 
McNeff, sales manager, Admiral White Goods Division, 
Frank Pallotta, Joseph Wolfe, Leonard Singer, Bernard 
Becker, Ted Zwigart, Crosby Alley, Lawrence Jeffreys, 
Herbert Gold, and John Doan. 








As a further incentive—to make summer shop- 


ping as pleasant as possible—Admiral dealers are 
giving ice-cold Coca-Cola to each customer as he 
enters the store. 

Stressing the close cooperation between Admiral 
and Coca-Cola the bottling company has supplied 
each of Keps’ salesmen with a portable carrier con- 
taining 12 bottles of iced ‘‘Coke.” The salesman 
carrys this around with him on every call he makes. 

In this manner, the promotion is being merchan- 
dised completely across the board from the salesman 
to the dealer to the dealer’s customer. 

In order that Admiral customers throughout the 
entire tri-state area might take advantage of this 
free offer, arrangements with other Coca-Cola bot- 





tling plants in the area have been made by William 
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“Bottled soft drinks ... food for thirst.” 


BEFORE THE OLD FULTON FERRY DIED! 


Wu N the Brooklyn Bridge opened 
in 1883 and killed the Fulton Ferry, 
we had been making beverage bot- 
tles for 10 years. 

During our 80 years’ experience 
we have made billions of beverage 
bottles to bring your products to 
market economically and in perfect 





condition. This “know-how” is _re- 
flected in bottles that are strong, 
economical and attractive sales- 
packages. 

But our responsibility doesn’t end 
there. We aim to keep ahead of the 
parade at all times through constant 
research and continuous improve- 


2as BEVERAGE 


ment of beverage bottle quality. 

So take advantage of our 80 years’ 

experience to give your product the 
hne selling package it deserves . 
a sparkling Duraglas Package. No 
one else can offer you the results of 
such long and broad beverage bottle 
manufacturing “know-how.” 


BOTTLES 


Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY © TOLEDO 1, CHIO © BRANCHES IN PRINCIPAL CITIES 
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You can’t miss, if you'll set your sights on the big take-home 
market with SunCrest flavors. 


Whether Orange, Grape, Strawberry, Cream and Lemon Soda, 
Lime or any of the other top-quality SunCrest flavors, 
these wholesome, delicious flavors score everytime with kids 
of all ages . . . and parents, too. 


What’s more, the same smart, colorful SunCrest bottle can be 
used for all SunCrest flavors. 


Why not investigate a SunCrest franchise today. 

















Poole, Sales Manager, Quaker State Coca-Cola Bot- 
tling Company. 

“Mr. Poole’s cooperation has been invaluable in 
helping to make this the most unique and outstand- 
ing promotion ever tried in Pittsburgh,” said Mr. 
Elias. 

One of the best features about the promotion, 
according to Mr. Poole, is that the customer has no 
storage problems. As soon as he returns the case 
of 24 empties to the store, he receives another full 
case and so on until all 12 cases have been used. 

“Coca-Cola has entered into cooperative promo- 
tional programs in the past,” said Mr. Poole, “but 
this one has the earmarks of being one of the very 


best.” 


Pioneer Plant Headed By 
Lady Bottler, Adds B-1 To Line 


One of the oldest soft drink bottling plants in the 
country——the Chas. Gray Beverage Co. of Janesville, 
Wisc.—will shortly begin production and distribu- 
tion of B-1, Oliver C. Thener, president of the B-1 
Beverage Co., St. Louis, Mo., has reported. 





Left—Joshua C. Gray, who originally established the 
Chas. Gray Beverage Co. in 1856. Right—Margaret C. 
Gray. present owner and manager of the company, is 
expanding the plant's scope of operations. 





The Chas. Gray Beverage Company was first es- 
tablished by Joshua C. Gray in 1856 at Milwaukee, 
Wisconsin, and has been under the same manage- 
ment and ownership since its inception. After four 
years at Milwaukee, the plant was moved to Janes- 
ville, Wisconsin, where it is still located in the 
same building in which it was first established at 
Janesville. The management of the business was 
handed down through three generations to Charles 
Gray II, and upon his death eight years ago, his 
wife, Margaret C. Gray, took over active manage- 
ment of the business. 

Mrs. Gray has been doing quite a job. The busi- 
ness has prospered the past eight years under her 
management, and she recently installed new, larger 
bottling equipment to take care of the increased 
volume of business. 
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‘Tailored’ Store Displays 
Built Sales 





































| FOLLOW THIS 
, WH xvow displays and point-of-purchase advertis- G o oO D & X A M e L & 


ing materials, which are the most important of the 
bottlers’ promotion media, should aim at doing one 


* . 
job and doing it superlatively well—selling soft for the best labeling in the 


drinks. In selecting 50 displays that have “won 


their spurs’’—displays that have done an outstand- 
ing job of selling consumer products for a national D 
advertiser in actual use in retail outlets, the Point- 


of-Purchase Advertising Institute, at its recent an- 
nual symposium and exhibit in Chicago, included 
two beverage window displays. One was used by 
Canada Dry, the other by Bireley’s. 


THE PROBLEM: Bireley’s needed a colorful 
point-of-purchase display with sufficient prestige to 


WORLD Labelers are naturally relied 
upon to apply the new Canada Dry flavor 
labels now being consumer tested in the 


ensure that it would be kept and used in cafes and 
restaurants. Since these outlets are constantly of- 


fered many types of displays, operators are increas- New York and New England markets. 
ingly selective. To secure maximum acceptance and 
continued use, the advertiser required a combination FOR BIG PRODUCTION 

ene ° ° . ° ‘ i] atic  ¥ 2 r le 
utility and display piece featuring the “non-car- WORLD Automatic Tandem Labelers 


got the call. They have the capacity to 
handle from 75 to 350 or more per 
minute — body labels, neck labels and 
foil — with the certainty that the bottling 
line will not be stopped or slowed by 
the Labelers, for one Tandem unit may 


bonated” theme, with a large reproduction of the 
product. Selection of the most widely useful acces- 
sory ranked first in consideration. 


THE SOLUTION :—The display was developed as 





a glass “menu board”, 28” wide by 13” high, with be cut out of service and the other units 
wide chrome frame and a sturdy chain hanger. will take up the slack. 

Product illustration and selling message appear 

boldly in color on the glass against a yellow back- FOR MEDIUM PRODUCTION 

ground with 12 openings left transparent. Menu WORLD Automatic Rotary Labelers are 


relied on, not only by Canada Dry bot- 
tlers in the N. Y. and N. E. test area, but 
by Canada Dry and other beverage bot- 
tlers the country over. They do the com- 
plete job dependably day in and day out 
with minimum attention and low operat- 
ing cost. 


items, printed on cardboard strips, are slipped into 
place behind these openings, allowing each outlet to 
post its individual menu selections, and apply 
gummed numerals to show prices. This combina- 


FOR RELATIVELY SMALL PRODUCTION 
WORLD Model S$ Semi-Automatic La- 
belers are exceedingly easy to operate 


Hamburger 20 ) . 
Cheeseburger 30 ) Bul, Af by unskilled help and are quickly ad- 
BD! chick an | 





justable to changes in label and bottle 

Hot Dog 5) sizes for short runs. 

Bar-Be-Cue 40 ) i ' For recommendations and estimates on the one best Labeler THE WORLD 4-UNIT 
4 TANDEM LABELER 


@ 


Baked Nam 30 ) Roast Bee! ’ g in the WORLD for you, get in touch with 


Steak Sandwich 30 )  yow-CARBOWATED 





ECONOMIC MACHINERY COMPANY 


a % 5 

spald 60 FREMONT STREET 

y oe WORCESTER 3, MASSACHUSETTS 
A high degree of flexibility and usefulness make this x (mgt 


Bireley’'s menu board a “wanted” item in the outlets and . DIVISION OF GEO. J. MEYER MANUFACTURING CO. 
a real sales producer. CUDAHY, WISCONSIN, U. S.A. 
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BOTTLED BY THE 
MINERAL WATER MANUFACTURERS 
THROUGHOUT THE WORLD 


PRICES AND SAMPLES AND PARTICULARS OF 
BOTTLING FRANCHISE FROM THE PROPRIETORS 


MANCHESTER, 





LEADING 


16, ENGLAND 
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CHICAGO 5, ILLINOIS 


SALE 
ADVERTISING‘ 


POSTERS 
SIGNS 
PLACARDS 


WINDOW 
TRIMS 


INDOOR 
AND 
OUTDOOR 
POSTING 


STREAMERS 


COVERING 
PANELS 


HANSEN 
ONE-HAND 
with TACKER 


POINT-OF-SALE ADVERTISING is _ installed 
neater, faster, in more outlets—with the 
HANSEN one-hand Tacker. Zip! Zip! Fast as 
you grip—it drives T-head Tacks or two-pointed 
tackpoints. Holds 84 to 140 staples per loading. 
Extensively used by national advertisers, job- 
bers, distributors, bottlers, for timely, effective 
tacking of all types of indoor and outdoor point- 
of-sale materials. Write for full details. 
REQUEST 
BOOKLET 


A. L. HANSEN MFG. CO. 
5056 Ravenswood Ave., Chicago 40, Ill. 








631 SO. WABASH AVENUE 


62 





tion of practical and attractive display fits in well 
with both conventional and modern interiors. 
THE RESULT: 
this display created immediate requests far out- 
Rationing became 


The exceptional usefulness of 


numbering the supply available. 
necessary to insure equitable distfibution. Restau- 
rants welcome its large supply of interchangeable 
menu items and price numerals. The flasher-illum- 
inated bottles, clearly visible from a distance, permit 
24-hour-a-day product display where installations 
can be seen through windows. Demand by bottlers, 
salesmen and dealers continues better for this menu 
board than for any other point-of-purchase material 
in the Bireley’s line. (Made by Mirro Products Co., 
High Point, N. C.) 
* # * 

In the case of the Canada Dry window display, 
the competition for display space in grocery and 
other food stores reaches its peak during the Christ- 
mas holiday season. Canada Dry’s problem was to 
create a display which would score high on two 
counts: it should be acceptable to a maximum num- 
ber of dealers in all types and sizes of food stores; 
and it should win preference over other displays by 
being more attractive than any other competing for 
available space. This included all other brands of 
beverages plus all food and household items sold in 
the same outlets. 

THE SOLUTION : 


designed as symbolic of the season in the home. 


The Canada Dry display was 


“Bubble-lights” on a gaily decorated Christmas tree, 
60 inches high and 38 inches wide, provided an ap- 


pealing background for a small table set with Can- 





With minor additions, Canada Dry’s Christmas window 
display has been used for six seasons, with measurably 
good results each year. 
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ada Dry holiday hospitality. Gifts beneath the table 
added festive atmosphere, and the string of nine 
bubble-lights supplied a realistic touch of depth and 
motion. Pyramids of actual bottles were used as 
wing accessories easily adapted to the particular 
display space. 
THE RESULT: 


ful that the advertiser has used basically the same 


This display proved so success- 


unit for six consecutive years, with minor additions 
and alterations of side cards, snow, flashers, and 
other refinements. Each year, dealer demand for the 
display has increased considerably, with many deal- 
ers making their reservations as far ahead as Sep- 
tember. Likewise, each year the company’s sales 
have increased regularly in November and Decem- 
ber, and officials credit the lighted Christmas Tree 
display with a large share of this increase. (Made 
by McCandlish Lithograph Co., Philadelphia. ) 


Glenshaw Glass President G. W. Meyer 
Celebrating Fiftieth Year With Firm 


Over half a century with Glenshaw—and still 
going stronger than ever. That’s the record of 
George W. Meyer, President of Glenshaw Glass Co., 
Glenshaw, Pa. 

Ancient payroll records of the business disclose 
that Mr. Meyer’s first day’s employment with the 
firm was on June 25th, 1903—at the princely com- 
pensation of 30 cents for a half-day’s work. He 
progressed steadily through the ranks, assuming 
the presidency of the company when his brother, 
the late S. B. 
other brother, Albert C. 


the company, and is a member of the over-50-year 


Meyer, passed away recently. An- 


Meyer, also is active in 


yroup. 


Glenshaw Glass, founded by George Meyer's 
father, John Meyer, is now in its 60th year of 


bottle making. 


16 States Using Calif.-Nevada 
Booklet Debunking Soft Drink Smears 
Nevada 


Carbonated Beverages is having splendid success in 


The California and Manufacturers of 
building up distribution of the revised edition of 
its booklet, “Facts About the Sugar Theory and 
Tooth Decay,” which debunks anti-sugar and anti- 
beverage propaganda, Shipments are now going 
steadily to bottlers in States other than California 
and Nevada, bottlers in sixteen States already mak- 
ing use of the service. 

Booklets were passed out at the Obstetrical and 
Gynecological Assembly held in Los Angeles this 
Spring and approval of the wide use of sugar in the 
diet was general. The booklet was also distributed 
at a meeting of the National Association of Secon- 
dary School Principals, also held in Los Angeles, 


and arrangements were made by some delegates for 
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©1953 by The Delaware Punch Co. of Americo 





| ! | a supply to be distributed to school nurses, dieticians | 


Cd 











| and cafeteria managers. 
That the booklet has helped spread the true story 
of soft drinks is undeniable; many California den- 


Always Uniform * } 
When You Use... 





yy) 


| tists now openly express disfavor with the stand 





taken against sugar by some of their leaders. 
Still, California-Nevada bottlers recognize that 
much remains to be done by way of successfully 


a id Proof | Sete: 
Union Aci roo combatting anti-soft drink propaganda. One exam- 


ple: At the California State Dental Association’s 
Cara mel Color recent annual scientific meeting in San Francisco, 
a prominent speaker, Dr. Charles Sweet, Jr., said 

that the “elimination forever of carbonated bever- 
| ages and candy” will help a child to grow up with 
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varantee iformi 

Uniformity Regulations On Profit-Sharing 
Stability And Benefit Plans Revised 


Revised regulations and interpretations specify- 


normal teeth and sound jaws. 


For full information write 
our Service Department ing profit-sharing and benefit plan payments which 


Union Sales Corporation may be excluded from the employee’s other earnings 
in determining his regular rate of pay under the 





Distributor for 
Union Starch & Refining Co. Fair Labor Standards Act, were recently issued by 
COLUMBUS, IND. William R. McComb, Administrator of the U. S. 
Labor Department’s Wage and Hour and Public 





A large bottling plant adds a little Oakite Composition 
No. 53 to their caustic solutions in bottle washing. 
This gives them a 50% reduction in caustic carry over 
; ‘ from washing to rinsing tanks. Daily upkeep now is 
the regular rate is due employees for all hours 60 lbs. Used to be 120 Ibs! 


worked beyond 40 a week. . : a) 
Other satisfied users of Oakite Composition No. 53 


be] . = :' ae 
McComl ade e revisions after considering v» 

when ‘ eot~apgaliapadinial oi pas = es naid — report “re-runs cut from 7 cases to 5 bottles;” “bottles 
_| testimony offered at a public hearing held in order cleaner and brighter than ever before;” “‘no more 


you 


Contracts Divisions. 


Under the Act overtime pay at time and one-half 


to re-examine the original regulations and interpre- hand-scrubbing with acid to remove light rust stains”. 


tations which had been issued on January 25, 1950. . aA : 
% wiles ee nee . Oakite Composition No. 53 helps cut bottle-washing 








* 
sign An important provision of the new benefit plan costs. Steps up the cleansing power of caustic. Stops 
interpretations accepts as bona fide, in the absence lime scale build-up. Attacks old 
FRANCHISE AGREEMENT of contrary evidence, a plan which qualifies under lime scale deposits and gradu- 
| section 165(a) of the Internal Revenue Code, if the ally removes them. Gives ex- ea ah 
you | | primary purpose of the plant is to provide employees ceptionally good rinsability. » ” laalaae 
: / | with retirement, disability, medical and hospital Ask your local Oakite Technical <stVEge isin 
sign a benefits and the like. Service Representative for de- Bs 
D | j The benefit plan revisions also eliminate a pre- monstration right in your own 
eclaration vious requirement that the employer’s contributions bottling plant. Or send for FREE 
O must be paid over to a third party trustee. The revi- booklet F-4176. Oakite Prod- 
‘ P ‘ : ucts, Inc., 26A Rector Street, 
sions also make it clear that a bona fide benefit 


PRARC MME BOTTLER 


New York 6, New York. No 


ay be finance ' profits. This chi , ren” , 
plan may be financed out of profits. This change obligation either way. 


In depend, nce 


le 


will help clarify the uncertainty which previously 
existed as to whether payments made under such 





from a plan would have to meet the tests for profit- 
SALES VOLUME WORRIES sharing plans or those for benefit plans. OAKITE 
For complete information that is really complete, Emil M. Chubrilo ? 


write to: Cleaning & Cermicidal Materials FOR 





Emil M. Chubrilo, co-owner and manager of the 


Sparkling Spring Water Co., Kenosha, Wis., passed - . a” 
S lJ N SP 0) T C ) M PA NY 0) F AM i R CA away recently. Mr. Chubrilo, 42, was well known as 
a strong advocate of higher prices, and spoke on wee tanical Service Representatives Lecaninne 


1500 RIDGELY ST., BALTIMORE 30, MD. the need for more profitable price levels at various | Principal Cities of United Stotes and Canede 


state conventions. 
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Beverage Technologists Form New Group 
To Spread Production “Know-How” 


7 ne soft drink industry now has a 
Society of Soft Drink Technologists, 
with 47 members, a tentative constitu- 
tion, a complete slate of officers and 
directors, and the following objec- 
tives: 

(a) To promote development and 
dissemination of the knowledge of 
the art, science and technology of 
soft drink production and _ utiliza- 
tion, on a non-profit, professional 
basis. 

(b) To afford opportunity for the 
discussion of matters of interest, 
and to establish organized, special 
study of problems. 

(c) To promote, assist, and en- 
courage research in any current 
technological problems. 

The initial draft of the Society’s 
constitution also provides that the or- 
ganization is not to endorse or approve 


any brand of product or supplies; and 


that discussion of any subject at a 
meeting of the organization shall not 
necessarily constitute an official en- 


dorsement of the views there stated 


Officers, Directors Named 

At an organization meeting conclud- 
ing the two-day session, June 30-July 
1, 1953, nine were elected to serve as 
a Board of Directors. 

Members of the Board then named 
the following officers for the ensuing 
year: 

J. F. Hale, Nehi Corp., Columbus, 
Ga., President; John M. Sharf, Arm 
strong Cork Co., Lancaster, Pa., First 
Vice President, and Stephen J. Gullo, 
Pepsi-Cola Co., New York, N. Y., Sec- 
ond Vice President. Harry E. Korab, 
Technical Service Director of the 
American Bottlers of Carbonated Bev- 
erages, will fill the non-elective office 
of Secretary-Treasurer. 


Elected by the membership to serve 





HEAD TRADE’S NEW TECHNOLOGISTS’ SOCIETY... 


Officers and Directors of the newly formed Society of Soft Drink Technologists are 
shown above. Seated, left to right: John M. Sharf, Armstrong Cork Co., First Vice- 
President; J. F. Hale, Nehi Corp., President, and Harry E. Korab, Technical Service 
Director of A.B.C.B., Secretary-Treasurer. Absent at photo-time was Stephen J. Gullo, 
Pepsi-Cola Co., Second Vice-President. Standing: Directors J. T. Skinner, The Grapette 
Co.; W. E. Dimmock, National NuGrape Co.; A. J. Granata, Pure Carbonic Co.; W. S. 


Cooper, Geo. J. Meyer Mfg. Co.; and Pannill Martin, Cloverdale Spring Co. 






Ni 0 w! Move cases faster and easier 





with really different 


FARQUHAR BLACK VELVET 


PEED production, cut costs with 
S Farquhar Gravity Conveyors! 
Your choice of wheel or roller type, 
exclusive Black Velvet or Standard 
finish. Feel confident that you have the 
best gravity conveyor on the market! 

BLACK VELVET is the same pene- 
trating treatment that withstands the 
24-hour salt spray test as prescribed by 
government specifications for certain 
weapons used under the most severe 
field conditions. 


Farquhar Black Velvet Roll-Free 


OLIVER FREE! 
anguhan 


CONVEVORS 


\/ i 
Gentlemen 
POWER-BELT | 
wD | mm 
GRAVITY | sca 
CONVEYORS | ci 


“Roll-Free CONVEYORS 


Please send me my free copy of ‘ Roll-Free Gravity Conveyor Catalog.’ 





Conveyors are truly different! Every 
roller, wheel and bearing is treated 
with this satin-like coating to provide 
a lasting seal. These solidly built, yet 
light-weight conveyors are manufac 
tured in a variety of widths, wheel 
patterns, roller diameters and roller 
spacings. All types of connectors are 
available to meet your particular 
needs. Drop us a line if yours is a 
special problem. Farquhar engineers 
are always at your service—no obliga- 
tion, of course! 
"Roll-Free Gravity Conveyor Folder’’ 


showing Roll-Free line, specifica- 
tions and typical installations. 


MAIL COUPON FOR 


THE OLIVER CORPORATION 
A. B. Farquhar Div'sion 
Conveyor Dept. G-52, York, Po 

















for three years on the Board of Direc- 
tors were Messrs. Sharf, Gullo and 
Korab. Two-year posts went to J. F. 
Hale, W. S. Cooper, of Geo. J. Meyer 
Mfg. Co., Pannill 
Martin, of Cloverdale Spring Co., Bal- 


Milwaukee, and 


timore. Elected to serve for one year 
were W. E. Dimmock, National Nu- 
Grape Co., Atlanta, Ga.; A. J. Granata, 
Pure Carbonic Co., New York, N. Y.; 
and J. T. Skinner, The Grapette Co., 
Camden, Arkansas. 

Next steps in the schedule of the 
new organization, according to Presi- 


dent Hale, wil include completion of 


a constitution and by-laws by a com- 
mittee headed by B. C. Cole, The 
Seven-Up Co., St. Louis, Mo.; mem- 
bership solicitation by a committee 
with Stephen 
selection of a program and annual 


Gullo as Chairman; 
meeting date and location, by officers 
Hale, Sharf, Gullo and Korab. 
Membership in the Society of Soft 
Drink Technologists, according to the 
tentative constitution, is open “to any 
person actively engaged in the scien- 
tific or technical phases of production, 





66 


% VJ 


..- let them help build 
your profits! 


Send today for valuable free booklet listing 
helpful facts, formulas, tables, etc., plus 
full descriptive list and prices on 


Red Diamond flavors. Samples on request 


“™E LIQUID carsonic corporation 


Kedzie A 


» extra sales appeal . - 


RED DIAMOND 
EXTRACTS 





A full line, plus 
special formulas for 


your every flavoring need 


23 





research, or quality control in the soft 
drink industry. Acceptance of mem- 
bership shall be subject to approval 
of the membership committee.” At 
their organization session, members 
of the Board of Directors decided to 
levy a $10.00 per year membership fee 
to cover costs of printing, postage, 
operating ex- 


and other’ incidental 


penses. 


Cite Most Important Technical 
Problems 


An informal poll of those attending 
the sessions indicated that the “three 
most important technical problems fac- 
ing the industry” are (1) Sanitation, 
(2) Standardization of supplies, (3) 
Water control. The program commit- 
tee will consider these and other topics 
in deciding upon an agenda for the 
coming year. 

Meeting at the invitation of the 
American Bottlers of Carbonated Bev- 
erages, the technologists devoted the 
first morning of their two-day meeting 
to general discussions of viewpoints 
of the visiting technical men. At a 
A.B.C.B. as 
host, the improvements made in the 
soft drink 
years of service with the Government 
Sale, Chief 
Division of 


luncheon session, with 
industry during his 43 


were outlined by J. W. 
of Beverage’ Branch, 
Foods, U. S. Food & Drug Adminis- 
tration. Mr. Sale, who is soon to re- 
tire, was accompanied by Dr. R. A. 
Osborn, who will succeed him. 

Three 
pleted the program. B. C. Cole, Seven- 


technical discussions com- 
Up Company, stressed the importance 
of following the new sugar standards 
established for the soft drink industry, 
effective July 1, 1953. K. R. Hollister, 
Radio Corporation of America, de- 
scribed, with the aid of slides, his 
company’s electronic machine which 
inspects the contents of bottles at the 
rate of 150 per minute. At the closing 
session, Harry Volckening, of Volck- 
ening, Inc., Brooklyn, N. Y., demon- 
strated a new nylon spindle and brush 
combination, which he claimed will 
solve many problems in cleaning and 
caring for bottles. 

The following attended the organi- 
zation sessions: 

Richard Bansen, Whittle & Mutch, Inc.. 
Philadelphia; E. A. Baker, Jr., The Coca- 


Cola Co., Atlanta; J. M. Blatterman, 
Warner Jenkinson Mfg. Co., St. Louis; 
Joseph Carroll, Frostie Co., Baltimore; 
B. C. Cole, The Seven-Up Co., St. Louis; 
W. S. Cooper, Geo. J. Meyer Mfg. Co., 
Milwaukee; W. E. Dimmock, National 
NuGrape Co., Atlanta; Chris C. Dung- 
felder, The Liquid Carbonic Corp.,. Chi- 
cago; Frank J. Feild, Crown Cork & 
Seal Co., Baltimore; Q. B. Fitzgerald, 
Mundet Cork Corp., North Bergen, N. J.; 
Chas. E. Fricke, Polak & Schwartz, Inc., 
mn 3 ot: Bs: 
N. Y. C.; A. J. Granata, Pure Carbonic 
Co., N. Y. C.; Stephen J. Gullo, Pepsi- 
Cola Co., N. Y. C.; V. C. Guse, Bond 
Crown & Cork Co., Wilmington, Del. 
Also, J. F. Hale, Nehi Corp., Colum- 
bus, Ga.; Robert H. Haycock, Cherry- 


Burrell Corp., Philadelphia; K. R. Hollis- 


L. Galvin, Pepsi-Cola Co., 


ter, Radio Corp. of America, Camden, 
N. J.: Gilmore Hurwitz, Booth Bottling 
Co., Philadelphia; David Jorysch, H. 
Kohnstamm & Co., Inc., N. Y. C.; H. E. 
Korab, A.B.C.B., Technical Service Direc- 
tor, Washington, D. C.; Archie Ladewig, 
Archie Ladewig Co., Waukesha, Wis.; 
David’ E. Lakritz, Florasynth Labora- 
tories, Inc., N. Y. C.; John L. 


Jackson, Mich.; 


Laughlin, 
Foote & Jenks, Inc., 
Earl B. 
Chicago; John R. Leitz, Charles E. Hires 


Co., Philadelphia; Vern D. Littlefield, 


Leitner, Citrus Products Co., 


The Squirt Co., Beverley Hills; E. D. 
Lowenstein, Booth Bottling Co., Phila- 
delphia; E. Everett MacDonough, Chas. 
Pfizer & Co., B’klyn.; Pannill Martin, 
Cloverdale Spring Co., Baltimore; Har- 
McElroy, American-Olean Tile 
H. Minor, Wyan- 
dotte Chemicals Corp., Wyandotte, Mich. 


old S. 


Co., Lansdale, Pa.; L. 


Additionally, Edwin Palmer, Flavorex 
Co., Baltimore; E. M. 
Corp., Chicago; P. S. 
Hydro Co., Washington, D. C.; Walter 
Rutherford, Nehi Corp., Columbus, Ga.; 
John M. Sharf, Armstreng Cork Co., 


Lancaster, Pa.; J. T. Skinner, The Grap- 


Petrie, Diversey 


toller, General 


ette Co., Camden, Ark.; David L. Sloan, 
Jr., Charles E. 
Ken Stelter, Virginia Dare Extract Co., 
B’klyn.; Ed Sten, Consolidated Cork 
B’klyn.; A. S. 
Orange-Crush Co., Chicago; G. A. Volek- 


Hires Co., Philadelphia; 


Corp., Vanderstempel, 
ening, Volekening, Inc., B’klyn.; Cecil F. 
Wilhite, S. Twitchell Co., Camden, N. J.; 
J. L. Winter, A.B.C.B. Technical Staff, 
Washington, D. C.; Wm. Woodhull, De- 
lisser Extract Co., Inc., N. Y. C. 
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Marked savings in time and money are 
made by Louisiana bottler with addi- 
tion of three lift trucks and 300 pallets. 


t/a bottlers these days are finding it profitable 
to convert their handling operations over from 
slow costly hand handling and hand loading to a 
semi-automatic system. The modest investment re- 
quired in most cases to modernize their materials 
handling is only a small fraction of the yearly sav- 
ings effected in lower costs and increased warehouse 


Space. 


The 7-Up Bottling Company of Jennings, La., is 








The highway truck driver also drives the lift truck when 
unloading empties and reloading full cases at the plant 
warehouse. The truck is brought into the warehouse for 
loading. The QN-20 is carrying a load of empties just 
removed from the truck. 
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The Hyster lift truck stacking pallet loads three high in 
warehouse storage. Each pallet holds 30 cases. 





ms * ~~ owe ~ 


Sixteen pallet loads of 30 full cases are carried on the 
highway truck and trailer. Four pallet loads are placed 


ee eee ee ee 


a good example. This bottler operates a plant and 
warehouse at Jennings as well as warehouses at 
Lake Charles and Lafayette. Delivery routes are run 
from all three locations, but adequate inventories 
of full cases must be maintained at the two branch 
warehouses by daily shipments from the plant at 
Jennings. A total of 42 delivery routes are run from 
the three locations. These are kept supplied by two 
highway units, each made up of a truck and trailer. 

Both the trucks and the trailers have A-frame 
bodies with beds sloping downward toward the 
center. The length of the beds are the same for 


truck and trailer, long enough to accommodate four 








The lift truck is also used to bring pallet loads of empties 
to bottle washing machine. 








Lift Trucks Simplify Warehouse Operation 





“OM. ° 

> - > seme - 
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on each side of the truck. The board on the floor is used 

as a load retainer and placed along the top outside. 


eee eee ee ee 


pallet loads per vehicle. With 30 cases per pallet a 
total of 480 cases are hauled on each run. Normally 
two runs are made daily to Lake Charles and one 
to Lafayette. 

A Hyster QN-20, 2,000-pound capacity lift truck 
is maintained at each of the three locations to handle 
the pallet loads of full and empty cases. 

At the plant a brick wall separates the bottling 
plant and the warehouse, Full cases reach the ware- 
house on a gravity conveyor through an opening in 
the wall. One man is stationed here to stack cases 


on pallets. At intervals a warehouseman will use the 





Stacking pallet load of 30 cases in company’s branch 
warehouse. 
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There is one franchise... 
one product...one program 
that offers through volume 
sales today the certainty of 


Xelol-Tets1] ME olulela sels 





TRU-ADE INC., ELGIN, ILLINOIS 





QN-20 to move pallet loads from the end of the con- 
veyor and stack them three high in storage. 

Each of the highway truck drivers also operates 
a lift truck to unload empties and reload full cases 
at the plant warehouse in Jennings. At each of the 
branch warehouses he uses their lift truck, also a 
QN-20 to store the full cases and reload the empties. 


At both ends the truck driver, with the lift truck, 
can do all the loading and unloading without assist- 
ance so that it is unnecessary to take any of the 
other men from their regular jobs. He can complete 
a turn-around in about one hour whereas it formerly 
took four men two and one half hours at the plant 
and three men three hours at the warehouses. 


But these three lift trucks proved far more useful 
to this bottler than in mere loading and unloading 
operations. Lost “fair space” in the warehouses were 
utilized because the trucks were able to stack pallet 
loads as high as the ceiling; better handling and 
storage of closures, bottles, sugar, alkaline resulted ; 


and maintenance of equipment was improved. 


In one phase of the operation each truck load of 
sugar used required six men two and one half hours 
to unload and store the 340 100-pound bags. By 
palletizing the bags and handling them with lift 
trucks the same job is now accomplished by three 
men, including the lift truck driver, in one and 


one half hours. 


About 320 pallets, in addition to the three trucks, 


comprised the only major changes necessary for 


conversion from the old method. 








FOOD AND DRINK 


Beautiful Beverlee Wilson, Miss Dad's of 1953, reigned 
over the popular Dad's booth at the recent Restaurant 
Show in Chicago. All during the convention, the booth 
was a busy gathering place. Here a group of admirers 
offer a root-beer toast to Beverlee and to the continued 
popularity of Dad's. From left to right they are: Dick 
Berns, Chicago District Sales Manager, Randy Shaw, Jim 
McAshen, and Beverly Osborn, of the Chicken-In-The- 
Rough organization; Miss Wilson, G. E. Kopald, Assistant 
National Advertising Manager for Dad's, and Jack Fried- 
lund, National District Manager. 
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“Meet and Eat” Program 


Benefits Local Bottlers’ Group 


Bottlers draw many benefits from ac- 
tive local associations—as proved in 
this case history report. 


MONROE COUNTY BOTT 


OF CARBONATED BEVERAGE 








Backed up by a sign and the products of some of the 
members, President Merrill Bassi looks rightfully pleased 
with the continued accomplishments of the up-State New 
York local association. 





Te value and importance of local associations is 
being increasingly appreciated by bottlers. Recent 
reports in N.B.G. have disclosed the fine work some 
of them are doing, particularly in the areas of 
cooperative advertising, bottle return campaigns 
and other important projects. This recognition is 
late in coming, however, for many of these local 
bottlers’ groups have been functioning effectively 
for vears. 

For instance, the Monroe County (N.Y.) Bottlers 
of Carbonated Beverages, Inc. was started in 1930, 
through the efforts of Mr. Enders of Qualtop Bev- 
erages, R. W. Friedler of Friedler Beverages, and 
A. L. Anderson of A. L. Anderson & Sons (Coca- 
Cola). Mr. Enders is no longer in the business, 
nor is Mr. Friedler or Mr. Anderson. However, Mr. 
Friedler’s grandson ... Paul Friedler, and Mr. 
Anderson’s sons ... Bob and Len, are still very 
much in the beverage business. “Bob” Anderson is 
E. Robt. Anderson, president of A.B.C.B. 

The association members meet monthly and al- 
though they don’t always agree on all points, they’ve 
enjoyed the association socially as well as from a 


business standpoint. Some of the points upon which 
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whats ¢orn doing 
hitting ZO down the pike? 





CORN PERFORMS VITAL FUNCTIONS...IN MANY UNEXPECTED PLACES 


Under the hood of your car for instance...derivatives of corn were used 
in casting the cylinder heads... also in extracting (from its oxide, 
alumina) the aluminum used in the pistons and other essential parts. 
This is but one of the numerous examples of how continuous basic 
research in corn helps American industry . .. helps you. 


CORN PRODUCTS IN SOFT DRINKS 


For the bottling industry Corn Products Refining Company supplies 


highest quality dextrose and corn syrups... recommended 
‘ , , , : Manufacturers of 
ingredients for various bottling formulas. 
CERELOSE* 

, ; ee : , , brand dextrose 

We offer quality in volume supply unexcelled in the field. Complete 
are er ‘lable wit blicat; if PURITOSE 

technical service is available without cost or obligation. you Nave a brand corn syrup 
production problem why not check with Corn Products. We welcome GLOBE * 


your specific technical inquiries. brand corn syruz 


CORN PRODUCTS REFINING COMPANY, 17 Battery Place, New York 4, N. Y. 








In the old 6-o0z. bottle people drank 
more Grapette than all other grape- 
flavored soft drinks combined. 

And now, when the new Grapette 
bottle hits a market, things really 
happen. Sales climb like mountain 
goats! The new Orangette-Lemonette 





bottle has been equally sensational. 


These new tools have broken all 
Grapette records since last summer. 
New territories have become profit- 
able almost overnight. Customers 
seem to be waiting, money in hand. 
This, believe us, is worth investiga- 
tion. Write, wire, or telephone today! 
We'll give you facts, figures, names, 


places, dates. 


She Gi 


Camden, Arkansas 





elle Company 


ORPORATE 





/ 
MITATION Grape FLAVO® 
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they have agreed and which have benefitted every 
one of them are as follows: 

1. An association controlled bottle exchange which 
has benefited every member to the point of actual 
cash savings which in most cases more than pay the 
member’s association dues. 

2. 90% of the local plants are now receiving @ 
75¢ case and bottle deposit with the possibilities of 
a higher deposit soon. 

3. Prices on all national brands are now from 
90c to $1.20 per case on 6 ounce to 12 ounce bever- 
ages and from $1.35 to $1.60 on large bottles. 

1. As a group, the association fought a proposed 
increase in sewer tax and water rates and while it 
didn’t eliminate the increase, it did hold it to about 
half of what had originally been proposed. 

5. It has done cooperative newspaper advertising, 
stressing soft drink values and encouraging the 
return of bottles. 

On the public relations phase, it has made mail- 
ings to dentists, producing a definite improvement 
in their attitude towards soft drinks. The group 
plans to continue these mailings on an every-three- 
month basis, and is now working on mailings to 
dietitians and parent-teacher organizations. 

There have been many other things which have 
been accomplished by the association, such as “B 
Day” ... the day each year when all members of 
the association, and their employees, donate their 
blood to the Red Cross. 

Socially, it runs at least one dinner-party annu- 
ally, and recently sponsored a testimonial dinner to 
the president of the National Association—E. Robt. 
Anderson—who is a firm supporter of the Monroe 
County association. 

Immediate past president of the association was 
Frank Richardson, of 7-Up and vice-president, Sam 
Rizzari of Orange Crush. Present president is Mer- 
rill Bassi of Royal Crown Cola, vice president, Paul 
Friedler of Pittsford Beverages. 

Members of the association regard it as one of 
their more important business assets. The accom- 
plishments of this group over the years has encour- 
aged the formation of similar organizations else- 
where in the State, strengthening the entire State 


organizational set-up. 


Illinois Service Club 
Adds 7 Supply Firms 


Seven additional supply companies recently were 
accepted into membership of the Bottlers Service 
Club of Illinois. They are: 

Bernard P. Fox, Anchor Hocking Glass Corp. of 
Chicago and St. Louis; Chicago Crown Co. of Chi- 
cago, Ill.; The Coca-Cola Co. of Atlanta, Ga.; Joseph 
Reed, The Frostie Co. of Cantonsville, Md.; L. W 
Schollmeyer, Liberty Glass Co. of Sapulpa, Okla.; 
John L. Bate, The Pepsi-Cola Co. of Chicago, and 
John J. Rucker, The Riverside Manufacturing Co. 


National Bottlers’ Gazette 














Canadian 
Column... 











Next C.B.C.B. Convention— 
March 7-10, 1954 


The 1954 annual convention of the 
Canadian Bottlers of Carbonated Bev- 
erages will be held March 7-10, at the 
Hotel Vancouver, Vancouver, B. C. For 
reservations, the national association 
suggests that bottlers directly contact 
Mr. M. H. Burns, manager of the 
Hotel Vancouver. 


Alberta Group Names P. R. 
Committee 


The Alberta Bottlers of Carbonated 


Beverages recently announced the ap- 
pointment of seven bottlers to its Pub- 
lic Relations Committee. They are: 
Howard Millen, Medicine Hat; Bev. 
Cook, Lethbridge; L. H. Luther, Cal- 
gary; J. Hawkins, Drumheller; R. 
Truant, Red Deer; E. 
Nest Pass, and J. G. Buchanan, Ed- 


monton, 


Basso, Crow’s 


Change C.B.C.B. Name? 


At the last annual meeting of the 
Canadian Bottlers of Carbonated Bev- 
erages, a suggestion was made that 
the association adopt a more appro- 
priate name. Already there have been 
countless suggestions including Soft 
Drink Association of Canada, Soft 
Drink Manufacturers of Canada, and 
Soft Drink Bottlers of Canada. 

Many bottlers, however, strongly 
support the present name. For exam- 
ple, a group of Alberta bottlers re- 
cently went on record as favoring 
retention of the name, Canadian Bot- 
tlers of Carbonated Beverages, unless 
there is some strong valid reason for 
the change. 


Hires Summer Campaign 


A concentrated campaign currently 


is appearing in Vancouver, Winnipeg, 
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THERE'S NO 
CONTAINER LIKE 


AND THERE'S NO 
BOTTLE LIKE 


IBERI 
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For trippage, greater sales ability 







and plant performance, Liberty 



















Returnable Glass Bottles are a 








source of greater utility, customer 







satisfaction and extra profit. 












Mee, Latennel mea, 
AL2ING IN Z 


SINCE 1918 






*Liberty Glass denotes Fine Bottles 









Cvalalle 1m LMERALD GREEN, GEORGIA GREEN and FLINT 


SAPULPA, OKLAHOMA 








Hamilton, Toronto and Montreal dai- 
lies for Hires Root Beer, bottled by 
Ltd., Fre- 
quent, small-space ads use an illustra- 


Oranye-Crush Toronto. 
tion of the bottle, with copy saying: 
“Hires to 
thirst.” 


July and 
than 38°, 


nationally. 


you for pleasure and 


August 
of all 
Here 


soft « 


are 


account 


the 


lrink 


month sales percentages: 


May Soft Drink Output Up 


; s Month Y Sales 
Production of carbonated beverages ; ; ees 
; ee Jan. D. 
in May amounted to 9,535,019 gallons, Fe 
; : ae “eb, 5.4 
as compared with 7,647,756 in the pre- M 
: : Mar. 6.3 
ceding month, and 8,990,053 in the ‘ ” 
corresponding month last year, accord- a. on 
: : May 9, 
ing to a recent report in the “Montreal ‘ :; 
Star.” June 12.5 
July 13.1 
: Aug. 12.5 
National Rejectors Opens . 
Sept. 8.0 
Toronto Branch 
Oct. 6.5 
National Rejectors, Inc., has opened Nov. 76 
a new branch office in Toronto at Dec os 
eC. 6.6 


155la Eglinton Ave. West. 


The branch will be fully equipped 


to handle repairs, parts, and training 
of service men in the maintenance of 


coin detecting devices and change 


makers. continued 





Sol FRUITS... FRUITS... 
) FRUITS!... 


... are still the favorite throughout the 
country. And Nifty is still the favorite 
fruit line for bottlers. 


Write for information! 


WUifty BLACK CHERRY 


4 o7. 






( / 


! The fruity flavor comes from using 
choice fresh berries and other natural 
flavors. No artificial flavor or coloring. 
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Wifty BLACKRASPBERRY 


4 on. 
: Fresh ripened berries make this flavor 
y oS tangy and popular as the fresh fruit 
y itself. No artificial flavor or coloring. 
y Tremendous appeal! 


2 » 
og 


' Wifty PINEAPPLE 


| 1-16 

1 A fruit-ripened luscious pineapple flavor 
y containing natural fruit juices. Enhanced 
j with natural and artificial flavor and 
s color. Contains B.S. 


Bottled as Nifty — or Under Your Own Name 
CROWNS AND ADVERTISING STRIPS AVAILABLE 


SALIENT FLAVORING CORP. 


45 Suffolk Street, New York 2, N. Y. 
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improvement, 





Circumstances alter cases...” Beverage cases 


J. 


for 


Monthly Sales Ratios 
Latest monthly beverage sales fig- 
ures compiled by the C.B.C.B. reveal 


that the three summer months of June, 


more 


volume, 


month-by- 


Predicts Gains For Orange-Crush 


Sales of Orange-Crush Ltd. in Can- 
ada and the United States are showing 


William 


Horsey, chairman of the board and 
president, started at the company’s 
recent annual meeting in Toronto. A 
very encouraging factor in the sales 
picture, he said, is the substantial in- 
crease in fountain drinks. Despite ris- 
ing costs, present indications are that 
the current year will show an improve- 
ment in net earnings if the weather 
is at all favorable, he added. 

The company’s financial history over 
the past five the 
pointed out, has shown material im- 
provement. Since 1947 there has been 
a reduction of $600,000 in the Cana- 


years, president 


dian company’s bond debt and of $1,- 
075,000 in notes to a U. S. bank, ac- 


companied by an increase of $370,000 — 


in working capital. 


Franchise operations are being 
steadily strengthened by addition of 
new bottlers and by the more pros- 


perous results of present bottlers. 


Wilson Sales, Net Down 


J. C. Wilson Ltd., Toronto, has re- 


profit of $141,592 for 


ported a net 


are no exception. Their size, shape and construc- 


tion features are determined by the physical charac- 
teristics of individual bottles. 
“Custom-made” beverage cases are correctly 


designed to suit your needs, thus reducing break- 


age tO a Minimum. 


THE GREEN 


265 Post 


tolere 


Plant 





COMPANY wc 


plants, 


plete Schaefer catalog. 


Oe aT ta Wn @olalal valet 


Bellows Falls, Vt. 


no one 
makes 

brushes 
like SCHAEFER « 


who 


SCHAEFER BRUSH MFG. CO. 


117 W. WALKER STREET 
MILWAUKEE 4, WISCONSIN 


1952—57.1°;, lower than the 1951 net 
of $330,046. 

Sales of $6,703,327 were higher than 
in any 1951, President 
James C. Wilson reported. 1951 sales 


to $7,580,322. 


year except 


amounted Increases In 
costs reduced gross margin of profit 
from 20% to 16.7%. 

Capital expenditures totaled $48,800 


in 1952. 


Donald Duck Beverages 
Names Agency 
The Montreal office of Harold F. 
Stanfield Limited has been appointed 
to direct the advertising of General 
Beverages Limited, Ottawa, Ont. The 
company produces Donald Duck Cola 
Duck The 
agency will be responsible for the han- 


and Donald beverages. 
dling of all media in Canada and the 


Eastern United States. 


Bottlers Promote Industry 
Many Canadian bottlers are making 
it their business to tell ‘the soft drink 


story” wherever and whenever possi- 





Schacfer Revoly- 
ing Hand Bortle 
Brush. Cleans ber- 
lasts longer. 


Made in Bristex— 


Just ask the nation’s leading bottle White or Black 
GENUINE DU PONT 
have used Schaefer NYLON 


Brushes for years. Send for the com- 


GP HAEFER BRUSHES 


— MILWAUKEE — 


BUY SCHAEFER 
... IT’S SAFER 
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ble. Such public relations activity has 
a two-fold benetit: it promotes their 
own business interests and the general 
welfare of the 
dustry. 


Canadian beverage in- 


An outstanding example of this type 
of effort is provided by the Coca-Cola 
Bottling Co. of Niagara Falls, Ont. 
Company makes it a regular practice 
to show a film picturing the evolution 
of carbonated 


beverages to various 


community gatherings. The movie 


traces the history of the trade from 
its early crude beginnings to its pres- 
It also 


shows the vast amount of employment 


ent highly perfected methods. 


provided by the soft drink industry 


through its use of sugar, steel, glass, 


transportation, ete, 
News Roundup 


Pe Me 


sales manager for 


named 
Anchor Cap & Clo- 
sure Corporation of Canada _ Ltd., 
Ralph Streb, 
the Canadian Bottlers of 


Maywood has been 


Toronto. . . President of 
Carbonated 
Beverages, has been making appear- 
community 


bottled 


ances before various 


groups, speaking about the 


soft drink industry. It’s good public 
relations for the trade. . . The presi- 
dent and first vice-president of the 


World Women’s Christian Temperance 


Union, have both recommended soft 
drinks for youngsters seeking after- 
show snacks. Their suggestion was 





VISIT TO DR. PEPPER 





family food edi- 


“Parents’ Magazine” 
tor, Miss Blanche M. Stover (center) 
chats with J. B. O'Hara, board chair 


man of the Dr. Pepper Company. 
during recent tour of the soft drink 
firm’s national headquarters in Dal 
las. With them is Miss Nell Morris, 
director of consumer research for The 
Frito Company. 





set forth at the recent WCTU conven- 
. The New Bruns- 
wick Beverages Ltd.. bottlers of Coca- 
Cola at St. John, N.B., 
a bit of house-to-house business. 


tion in Vancouver 
are doing quite 
The Vancouver City Council has 
approved the construction of a new 
Canada Dry bottling plant in the city. 
Construction is expected to. start 
shortly. . R. W. Sewell, 
dent of Coca-Cola, Ltd., 
elected vice-president and treasurer of 
Adver- 


vice-presi- 
recently was 


the Association of Canadian 
tisers. 





PLANT WINS BOWLING TROPHY... 





Hart Miller, left, and Bill Novak, man- 
ager and sales manager respectively 
of NuGrape Bottling Co., Los Angeles, 
are shown with the trophy recently wou 
by their Sun Crest Bowling Team in 
the Hollywood B'‘nai Brith League. 
Novak captained the team. Plant is 
owned and operated by National 
NuGrape Co. of Atlanta, Ga. 





BOTTLER SAMPLES 





William Grey. a new Double-Cola bot 


tler in Joliet, Ill, has been introducing 
the product by means of sampling bars 
at super-markets and cther large car 
ton outlets. Here he is shown pouring 
the first sample of Double-Cola on the 
first introductory day. 
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LEWIS SHEPARD 








a 


The Seven-Up Bottling Co. of 
Memphis reports greatly increased 
warehouse efficiency since installing a 
Lewis-Shepard SpaceMaster Model “J” 
. and the cost was just 14 that of 
conventional electric fork trucks! 
Here’s what Memphis 7-Up Gen. 
Mgr., R. Ingouf, says about the Model 
"J": “We can now store better than 
50% more merchandise in 40% less 
floor area .. . further, our experience 
with your Model ‘J’ here in Memphis 
has prompted the purchase of this 
same model fork truck by some of the 
other Maher 7-Up plants in the middle 
west. Some of the outstanding features 
of your truck which ‘sold’ us are: 
maneuverability, compactness and 
sturdiness of design, no clutch, no car- 
bon-monoxide fumes, automatic elec- 
trically-controlled braking and mod- 


Nationwide Service — See “Trucks, Industrial” 
in your Yellow Phone Book 


Watertown 72, Mass. 


“Electric Fork 





229-8 Walnut St., 


Please send Catalog and 





Truck Comparison Chart’. 


5 sy! Name 
<p A Company 

Street 

City 


| 


Le 
Doubles Storage Capacity ! 


ae RE CRD 


rye ak 


were RB OE 
oe Rees 


Hous 2 2 


TMaeW A BED a) WDE 


VHUE Lea 


Pays 50% Less 
for Fork Truck... 


erate speed ... this last is particularly 
desirable in an operation handling 
glass containers.” 

You, too, can enjoy all the advan- 
tages of the Model “J” ~— and for half 
the usual electric fork truck cost. 
Priced from $2765, battery and 
charger included, the Model “J” will 
handle loads up to 2000 Ibs. Lewis- 
Shepard’s one-design line makes the 
low price possible. Get all the facts, 
Write, wire, or call... today! 





BOTTLER’S CASE TRUCKS 


No. 3661 handles 4 or 5 
cases . . . light, all steel, 
easy-to-handle. A rugged, 
quality truck specifically 
designed for bottlers. 


dA 














State 
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Remember, too, that the youngsters are often 
present when soft drinks are purchesed. It is known 
that a substantial portion of beverage buying occurs, 
not necessarily on the big shopping tour of the week, 
but on the frequent, in-between trips to the store. 
Often the children make those trips to the store. 
And even when beverages are purchased on the big 


Small Fry 
Are 
BIG BUSINESS! 


You strike at the family pocketbook at 


family shopping tour, the small-fry often have a 
voice in the brand selection. 

Once you’ve acknowledged that the youngsters 
have something to say about beverages’ brand 
choices, it’s not difficult to follow through with a 
sound, hard-hitting merchandising-promotion plan. 
One of the most successful media have been radio 


and television shows. Cowboy shows, puppet shows, 





its softest spot when you appeal to the circus shows, story sessions have ali been used by 


juvenile market through media and bottlers with great success. Naturally, the appeal 

. i direct response which a kid-appeal affords. The trend of the show itself is important. Equally important 

means most likely to attract kid-market towards more cultivation of the juvenile market is whether or not the show is a good springboard 

attention. has been unmistakable for some time now. And for merchandising your product. For instance, if 

lately, the frozen-juice packers have seized on the the hero of the show commands authority, his 

kid-market and pushed it with all their might. So popularity can be capitalized upon. Your cartons 

almost in self-defense, bottlers should not overlook may feature pictures and greetings from leading 

For years now, the breakfast-food people have this potent avenue of promotion. characters in the show. Other point-of-sale material 

been making love to the youngsters of the nation Adult tastes are sophisticated. Adult habits are can be built around the show. Contests can be spon- 

with an unmatched devotion, But more and more fixed. Children are more experimental. And they sored. You may find your drink referred to as 

bottlers, too, have found that juvenile promotions naturally love soft drinks. They are an easy target “Cowboy Joe Orange” rather than by its rightful 
furnish a speedy avenue into new markets. Big and for your sales message. They are “with you” to name—but at least you’ll get into the home. 

small bottlers have enjoyed the thrill of the fast, start with. Many bottlers have used “Clubs” to merchandise 
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select the 


FIPACO | CARAMEL COLORING 


COMMON SENSE h 
DISC FILTERS It °s Safe AT LOW COST MME Scey) 


Improved taste and appear- WRITE FOR SPECIFICATIONS AND PRICES 


ance of your beverage ° KEENLINE EQUIPMENT CORP. c.i0nu?wiet%'i 


means increased sales! 


Capacity for water at 25 
pacity “ * a > 
{ 


a pene Sere Seen CARAMELS FOR ALL PURPOSES > 


300 gal. for the first hour. em, 
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Uses inexpensive fiiter pa- 
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er or cloth. 
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the Beverage Plant: Filter 
Presses, Stainless Steel Tanks, 
Transfer Pumps, Conveyors, 
Portable Agitators, Filter Pa- 
per, Filter Cloth. Write Today For Details! 


We will be pleased to discuss your Filtration Supply 
and Equipment Problems, without obligation. 



























































°F BERGHAUSEN CHEMICAL «. 


Ce ee ee ee a 
CINCINNATI 32 ¢ OHIO 


FILPACO INDUSTRIES 
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their advertising. The admission is usually several 
bottle-caps or labels. Or, if the membership card, 
badge and other parerphanalia is more elaborate, 
a charge is made in addition to the proof-of-pur- 
chase. One not-so-small advantage of these clubs is 
that the kids talk about them at home and to their 
friends good word-of-mouth advertising. 


The most tried and tested of all juvenile promo- 
tions is the self-liquidating premium. All parents 
are familier with the host of gadgets, toys, and 
atomic novelties that are offered for anywhere from 
10c to $1.00, plus proof of purchase. And when the 
hero of the TV Show pushes an interesting novelty 

. an irresistible force is in action! 

The price of the self-liquidator should cover the 
actual cost of the premium plus all postage and 
handling charges. You might be offering a $1 pup- 
pet for 50c. The puppet would cost 40c, postage 5e, 
handling costs 5c. In other words, the premium 
completely self-liquidates its cost. 

Premium promotions are particularly good for 
off-season, for breaking into a new market, and for 
introducing a new flavor. When used to introduce 
a new flavor, this is how some bottlers have handled 
the premium: Required three labels or bottle-caps 
as the proof of purchase... only one of which need 
be the new flavor. Where the brand name is well 
established, this strategy insures good sampling of 
the new flavor. Customers are buying the familiar 
flavors anyway, so it’s hard to resist buying the 
new flavor for the sake.of the premium. 

A variation on the premium promotion is the 
actual giveaway of a premium at the point of pur- 
chase. Canada Dry handled its gigantic Comic Book 
promotion last spring in this way. (One of the big- 
gest promotions of its kind ever staged.) One of a 
set of three Comic Books was actually attached to 
each 6-bottle carton. Naturally, this type of promo- 
tion is costly because there is an expense involved 
with every carton sold. However, the huge quanti- 
ties bring the cost down very low. And there is no 
question that it can really boost multiple buying. 
As with every other kind of advertising, ingenuity 
pays off. The Grapette Company of Little Rock, 
Arkansas boosted their sales and distribution by 
notably effective cultivation of the juveniles. Gra- 
pette arranged to give a Puppet and Magic Show 
at school assemblies. No actual advertisement for 
the drink was given at the schools, but the props 
and background material were smooth propaganda 
for Grapette. And the children were invited to 
write to Grapette for a booklet, which was another 
stepping-stone for Grapette Sales. 

Tell it to the kids. They are easier to sell. They 
become fast friends and loyal customers. They make 
direct, fast response possible. And they will set the 
brand preference pattern for the rest of the family 


It’s a short route to increased volume! 





or modern people, modern taste... 


“Pepsi-Cola nofusher wwitheats-4lling 


EVER was a whole generation better to look at than the 
N slim. lithe youngsters of today. What's more, insurance 
figures say they Il live longer than their grandparents did. And 


much of the reason is their modern, more sensible diet. 


That's whiy today Pepsi-Cola Is more popular than ever, 


Jecause it has constantly kept pace with the wholesome 


change in taste to lighter foods and lighter bye Verages. 


PEPSI-COLA 
“The Light rofpesluniad, 





Poday’s lighter Pepsi-Cola is dry, never too sweet or heavy, 
reduced in calories. It refreshes without filling. 

Enjoy it whenever you want refreshment—either in the 
familiar big economy bottle for two, or in the smaller single 


drink size. Have a Pepsi—the modern, the light refreshment. 















| Safety Rules Manual—Free! 
“Working Together for Safety” is the title of 
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MODEL 830 AA PACKER WITH AUTOMATIC CASE FEED 


PROVEN DEPENDABILITY 


JY sNAdde ial 


WHEN “THE HEAT IS ON” 


In summer, “the heat is on”. Production is at its peak, pressure on equip- 
ment is at its greatest. You should be realizing top profits. During this 
critical period, you can rely on Standard-Knapp equipment to keep you 
rolling — not simply because of superior design, precise workmanship and 
quality materials, but also because these principles are combined with a 
full understanding of your requirements. Our engineering and application 
experience is one big reason why 


IT PAYS TO STANDARDIZE ON STANDARD-KNAPP EQUIPMENT 


Please write to Dept. N for our catalogs 


Only the best is good enough 








STANDARD-KNAPP 


DIVISION OF EMHART MFG. CO 


PORTLAND, CONNECTICUT 
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BOTTLE 
HANDLING 
EQUIPMENT 





RINSER 





UNLOADER 








LABELER 


PROMPT HELP FROM THESE SALES, 
ENGINEERING AND SERVICE OFFICES 


ATLANTA, GA. 
BATAVIA, N. Y. 
BOSTON, MASS. 
CHICAGO, ILL. 
CLEVELAND, O. 
HOUSTON, TEXAS 
INDIANAPOLIS, IND. 
LOS ANGELES, CALIF. 
MINNEAPOLIS, MINN. 
NEW YORK, N. Y. 
SAN FRANCISCO, CALIF. 
SEATTLE, WASH. 
ST. LOUIS, MO. 
CANADA 


T. C. FENTON 
HAMILTON, ONTARIO 


the National Safety Council’s new employee rules 
manual. The handy 32-page booklet contains instruc- 
tions in safe work habits applicable to employees 
in most plants. 

The practical experiences of workers, Supervisors 
and safety specialists have established the safe 
practices covered, beginning with a list of general 
safety regulations and continuing with special sec- 
tions on machine operation, hand tools, power tools, 
protective clothing, fire prevention, materials han- 
dling and many other related topics. 

Bound in a heavy paper cover and printed in two 
colors, “Working Together for Safety” will serve as 
a permanent guide and handy reference for each 
employee. For a free sample copy and prices Tor 
quantities, Write the National Safety Council, 425 
North Michigan Ave., Chicago 11, III. 


J.C. Dumato 

J. C. Dumato, owner of the All American Bev- 
erage Co., Fort Wayne, Indiana, passed away June 
19. He is survived by Mrs. Dumato, who is currently 


running the business. 





GROCERS LATCH ON 








| cae Drink 


Headquarter 


THIS COVLD BE A DESCRIP N of a 
store where Joe Grocer does “what com 











Front cover of the June 8 issue of “Food Topics”, nation’s 
largest retail grocery paper, was this full-page drawing 
which showed some of the many spots where soft drinks 
are used and enjoyed in the summer. The copy panel 
urges grocers to capitalize on the big soft drink market 
by providing choice of flavors and brands, giving bever- 
ages good store location, and tieing them in with snack 
time, picnic and outing needs, camping trips and auto tours. 
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Something New... 


SOFT DRINKS 
in FLAT-TOP CANS! 


Wyoming beer and soft drink producer 
introduces four flavors in new 12-oz. 
package in five-state area ... Big ad 
campaign started . . . Makers expect 
product to “revolutionize industry.” 





TRAIL BLAZERS 


Robert K. Rogers (left) is secretary-treasurer of the 
Can-a-Pop Beverage Company, Sheridan, Wyoming. 
At right is his father, Allen B. Rogers, president of the 
firm. They are the first to package soft drinks in flat 
top cans. The 50-spout Liquid Carbonic can filler in 
back of the men has a capacity of approximately 360 
cases (24 cans) per hour. 
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MAKES BOW 


Can-a-Pop—trade name 
for a line of soft drinks 
in flat-top cans. Contain- 
ers will be lithographed 
in colors of the flavor of 
the contents—orange for 
orange, purple for grape. 
brown for root beer and 
dark cherry for black 
cherry. Each can holds 
12 ounces. 














, of soft drinks packaged in flat top cans, 


similar to beer cans, is the Can-a-Pop Beverage Com- 
pany, Sheridan, Wyoming, which made the first 
presentation at a meeting of its distributors in a 
five State area at Sheridan on July 11. The one 
other soft drink bottler in the new field of tin con- 
tainers introduced his products in cone-topped 
crowned cans. 

Can-a-Pop distributors are located in the States 
of Wyoming, Montana, Idaho, Oregon and Wash 
ington. The product was on the market through 
the area by July 27, earlier in some localities. 

Initially, four flavors are being canned—orange, 
root beer, grape and black cherry. Lithographed 
cans will be in the color of the flavor of the contents 

orange for orange, purple for grape, and the like. 

Can-a-Pop will be available to retailers in cases 
of 24 cans, 12 ounces each, and in cases of four 
six-pack cartons, with distribution by local dis- 
tributors. 

The Can-a-Pop Beverage Company is an operating 
division of the Sheridan Brewing Company and 
entered the canned soft drink field to fully utilize 


packing equipment not operated at full output. Allen 
B. and Robert K. Rogers are no newcomers to the 
soft drink industry. They own and operate the Sheri- 
dan Coca-Cola Bottling Co., which Allen Rogers took 
over before 1900. They also own the 7-Up franchise 
for the territory, and bottle a full line of flavors 
under a private label. 

The packaging of soft drinks in cans could “revo- 
lutionize the soft drink industry,” according to 
Robert K. Rogers, secretary-treasurer of Can-a-Pop 
Beverage Company. His father, Allen B. Rogers, 
is president of the new firm on which national 
interest is focused. Both men serve the Sheridan 
srewing Company in similar capacities. 

The cans are manufactured by the Pacific Can 
Company at its San Leandro, California, plant and 
are moved to Sheridan by rail. The 24-pack cases 
are manufactured and printed by the Schmidt Litho- 
yraph Company, San Francisco. The six-pack car- 
tons come from the other side of the country, from 
the Old Dominion Box Company, Conover, North 
Carolina. 


The cans are processed, filled and packed at Sheri 








dan and distributed both by rail and truck to dis- 
tributors in the firm’s sales territory. Processing 
is accomplished through a 50-spout Liquid Carbonic 
can filler (capacity approximately 360 cases per 
hour), then continue to a food weighing machine 
manufactured by the Food Machinery Corporation, 
and are packaged in the 24-can case by a Nuway 
packing machine or in the six-pack carton by a 
Dacam cartoning machine. 

Special additional equipment was installed at the 
factory to insure production of a perfect product, 
according to Robert K. Rogers. Included were addi- 
tional refrigeration equipment (Frigidaire Com- 
pany), carbonating machine (Liquid Carbonic Cor- 
poration) and other controlling equipment. 


The introductory campaign, which will continue 
for some time, embraces radio spot announcements 
on 26 stations in the five-State area of distribution, 
newspaper advertising, manuals and selling displays. 
Kicking off the newspaper announcement will be 
full page advertisements in color in nine key mar- 
kets to be followed by black and white ads in an 
expanded list of newspapers. 

With several television stations building in the 
area, TV is also under consideration to advertise 
Can-a-Pop. 

Point-of-sale media feature premiums and novel- 
ties to attract younger purchasers, who are expected 
to be a big censumer group. These include comic 


books, balloons, paper hats and assorted novelties. 


“Canned soft drinks will effect savings to the 
ultimate consumer in many ways other than the 
primary consideration of price,” declares Secretary 
Rogers. “The consumer is paying 10 cents for bot- 





This is the Can-a-Pop sampling setup which will be 
utilized in grocery stores throughout the territory in 
the introductory campaigns. On the table are the 24 


pack cartons. 
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NOW...DIAMOND CLEANERS 
ARE DUST-FREE 


as 


DIAMOND RESEARCH 
also steps up cleaning power 


| 


Never again do you need to raise a dust 
storm when you dip into the cleaner barrel. 
DiAMOND’s new, improved cleaners are 
dramatically dust-free. You can see the evi- 
dence in the photo at the right. And the 
DIAMOND Technical 
Serviceman will repeat 
it before your eyes. Or 
you can do it yourself 
when you get delivery 
on your first drum of 
new DIAMOND cleaner. 

With 


DIAMOND cleaners you 


DIAMOND 
TECHNICAL 


SERVICE these new, 


get more than added 





DIAMOND ALKALI COMPANY 


working comfort. You get cleaner equipment 
in less time than ever before. DIAMOND re- 
search has given these new cleaners greater 
wetting power, improved detergency and 
more thorough rinsing qualities. 

If you are a regular DIAMOND customer 
look for the benefits of our continuous re- 
search in your next order. If you haven't 
been using Diamond products call your 
DiamonpD Distributor listed on the right. His 
representative and the Diamonp Technical 
Serviceman will determine for you the cor- 
rect cleaner or combination of cleaners re- 
quired to get maximum cleaning efficiency 
with your water and soil conditions. 


— DIAMOND DAIRY CLEANERS 


e CLEVELAND 14, OHIO 
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MAKE THE SHAKE TEST YOURSELF 


See how new, improved 


DIAMOND CLEANERS are DUST-FREE 


These photographs were taken im- 
mediately after each of the jars was 
shaken vigorously. See how clear the 
air space is in the jar containing new 
Dust-Free Diamond cleaner. You can 
make this test yourself when you 
receive your first shipment of new 
Diamond cleaner. 


THESE FAMOUS CLEANERS NOW IMPROVED AND DUST-FREE 
APW® NEUTRAL 50 HYDROBREAK® 
HYDROLATE® CLIPPER CLEANER® 


DUST-FREE 
CLEANING 
COMPOUND 


August, 1953 





ORDER FROM YOUR DIAMOND SALES OFFICE 
New York ¢ Philadelphia « Pittsburgh 
Cleveland « Cincinnati *« Chicago 
St. Louis *« Memphis ¢ Houston 


tled soft drinks in sizes of 6 to 12 ounces. Can-a-Pop 
will retail for 10 cents on all 12-ounce cans, with 
the net effect a 50 to 100 per cent saving to the 
ultimate consumer.” 

Other benefits the consumer will consider in pur- 
chasing soft drinks in the can, according to Rogers, 
are the convenience of no deposit on or return of 
container, no breakage of full or empty containers 
(which in bottled goods represents the loss of de- 
posit), and faster cooling. Like the consumer, dis- 
tributors and retailers will like the convenience in 


storage, no returns, no breakage, and saving in the 


amount of storage space required, Rogers predicts, 


plus the advantages of consumer desire for canned 
packaging. 

At a meeting called on July 11 and held at Sheri- 
dan, Bob Rogers explained the entire Can-a-Pop 
program to some 50 distributors. 

Rogers said that Pacific Can Company first 
brought the idea to the Sheridan Brewing Company 
after they had spent a considerable sum developing 
a practical inner can coating for soft drinks. 

No new territory other than that now covered 
by Sheridan Beer will be added to the Can-A-Pop 
operation until the merchandising of soft drinks in 
cans is proved feasible. 

Most of the kick-off meeting was given over to 
discussion of franchise and area, advertising, pric- 
ing and credit, ordering and shipment, sales and 
records, business routine, and future development. 

Distributors were given a look at Can-a-Pop 
plant operations, when they were taken on a tour 
of facilities early in the afternoon. 

A sampling unit, which will be sent out to push 
the product in the territory, was shown. The unit 
will move into a grocery store or stores with a set 
up which will include free samples of the product 
poured by Can-A-Pop girls. Comic magazines and 
balloons Will be given the children. Sample unit 
activities will be aimed at the younger population, 
the group which the company feels will be the big- 


gest purchasers of Can-a-Pop 


Arc Welding Award Offered Bottiers 


A $13,500 are welding award program for 
selected business and service establishments, includ- 
ing soft drink bottling plants, has been announced 
by the James F. Lincoln Are Welding Foundation, 
Cleveland, Ohio. Written descriptions of how are 
welding is or can be used in the maintenance or 
operation of the designated organizations will 
receive awards ranging from $1,000 to $25. A total 
of 191 awards will be made to individuals in these 
businesses—all classified as non-industrial. An illus- 
trated booklet of rules for the program is available 
from the James F. Lincoln Are Welding Founda- 


tion, Cleveland 17, Ohio. 











Pepsi Plans New TV Show 


Arlene Dahl, famed actress and fashion authority, 
will be featured as hostess on Pepsi-Cola Play- 
house, a new half-hour dramatic show beginning 
Friday, October 2, 1953 at 8:30 to 9:00 PM (EDT) 
on the American Broadcasting Company Television 
Network. Written and directed by some of tele- 
vision’s most able craftsmen, these dramatic shows 
will range in character from tragedy and pathos to 
whimsy and humor. Promising to be one of the 
outstanding attractions of the fall television sched- 
ule, the Pepsi-Cola Playhouse will have the added 
attraction of Miss Dahl’s vibrant personality and 
striking beauty. 

Pepsi-Cola’s arrangement with Arlene Dahl is 
reportedly unusual in television history. The star 
will give beauty and fashion tips. in minute spots 
before each dramatic play, and will return after 
the station break to give further fashion advice. 


Bottle Producer Helps Fight Polio 

Franklin B. Pollock, president of Thatcher Glass 
Manufacturing Co., Inc., of Elmira, New York, 
placed the Company aircraft at the disposal of City 
Health Officer Dr. Charles Dale during the current 
polio epidemic in and around Elmira. 

Chemung County, in which Elmira is located, and 
neighboring Steuben County were the scene of his- 
tory’s largest anti-polio inoculation on July 11th 
and 12th, when 34,901 children under 10 years of 
age received Gamma Globulin injections. The day 
before the inoculations were to take place, Dr. Dale 
called upon the Thatcher plane to fly to Bingham- 
ton, New York, to pick up fifteen cases of syringes 
needed for the injections. On arrival at Bingham- 
ton, J. S.‘“‘Torch” Lewis, Thatcher pilot, learned that 
the commercial airline which was scheduled to 
deliver the materials to Binghamton had relegated 
the vital shipment to the second section of their 
afternoon flight. 

To save precious hours needed for distribution 
of the syringes to the emergency clinics set up 
throughout the epidemic area, the Thatcher craft 
flew on to New York City and returned directly to 


| pares 





Thatcher plane being loaded with anti-polio supplies. 
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the Chemung County Airport, where a waiting 
Thatcher truck picked up the shipment and 
delivered it to City Health Officials. 


‘Buddy System’ Adds A.B.C.B. Members 


The “Let’s All Pull Together” campaign launched 
by the Membership Committee of the American 
Bottlers of Carbonated Beverages is beginning to 
click, according to E. A. Bostrom, Chairman. The 
campaign is a person-to-person affair in which 
ative members are assigned the names of non-mem- 
bers in nearby plants. The “actives” then invite 
the “inactives” to join A.B.C.B.—-sharing the costs, 
responsibilities, and benefits of belonging to the 
national trade association of the soft drink industry. 





ILLINOIS SERVICE CLUB OFFICERS 
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Here are the new officers of The Bottlers Service Club 
of Illinois who will direct the planning of the annual 
Boitler’s Outing to be held on August 18th at Medinah 
Country Club. Left to right: Erwin Blitzstein, Contin- 
ental Glass Co., Treasurer; Harold G. Verburg, Diver- 
sey Corp., President; Robert F. Delaware, W. H. Hutch- 
inson & Sons Co., Vice-President and Robert R. Reyn- 
olds, United Extract Co., Secretary. 





CLICQUOT'S DIETARY LINE 
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Famous Clicquot Club beverages have a new family 
member—a dietetic line of four flavors. They are already 
scoring impressive sales records in major markets. Backed 
by considerable advertising, this quality line, well-known 
for 72 years and recognized from coast to coast through 
the famous Eskimo Boy trade mark. is available on fran- 
chise in some areas. 


Clicquot now makes these sugar-free, non-fattening 
beverages under the Ginger Ale. Root Beer, Cola and 
Vineyard Soda labels. Applications for franchises are 
being considered at Clicquot Club’s head office, Millis. 
Mass. Clicquot’s new line of dietetic beverages is enjoyed 
here by attractive Janice Moor. 
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all these benefits are YOUR 


It has been proved time and again 
that bottling with cold water results in a smoother, 
faster, more efficient operation. The Cem Water 
Cooler MODEL PR will produce 34° water and will 
deliver it at this temperature as long as required. 
Because of the range of sizes and capacities of this 
cooler, you can select one that meets your exact 
requirements. There is no need to pay for a cooler of 
larger capacity than you require . . . no reason to try 
to operate with one that is too small. And if you're 
thinking of increasing production in the near future, 
you can install the Cem Water Cooler in a size that 
will meet your present needs and at the same time 


has enough capacity to answer future requirements. 

















with a 


CEM COOLER 


on your line 


eo =_ 
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Immediate Delivery 


on the following sizes: 
15 HP « 25 HP « 30 HP 
40 HP « 50 HP 





CROWN CORK & SEAL COMPANY © Machine Sales Division « Baltimore 3, Md. 
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THIS IS 
THE STORY 


UC sigaueus use of national 
advertising is the way a brand 
name becomes known to the 
public. Nesbitt’s has been 
advertised in National 
Magazines for over a decade. 

As a result, open territories 
have been presold on Nesbitt’s. 
Dealer recognition reduces 
sales resistance, and consumer 
interest moves the product. 
Nesbitt’s is nationally known. 

Through these years Nesbitt’s 
bottlers have by their own 
advertising efforts added to 
the number of people who 
“know Nesbitt’'s’’. 

Nesbitt’s is distributed in 
47 states, but there are a 
number of open territories. If 
yours is One, our representative 
will be glad, at your request, 
Come Vim telemmca! mS celtme lerelt ts 
the Nesbitt’s franchise. 







































NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 
Los Angeles 23, California 
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by EDWIN F. WAGNER 
Seven-Up Bottling Co. 
Madison, Illinois 


| a bottler has in the A.B.C.B., a 
most valuable investment—an invest- 
ment in business protection and an 
investment in his own business prog- 
ress. 

Currently, the National Association 
represents a good majority of the soft 
drink industry. It is interesting to 
note that these plants produce more 
than 90° of the nation’s total produc- 
tion of bottled soft drinks, and deliver 
their products through one and a 
quarter million retail outlets. Thus, 
from the national level, where policies 
affect all of our businesses, all the way 
down the line, through management, 
production and the _ distribution 
phases of our operations, the A.B.C.B. 
is in a position to offer services that 
are helpful to all of us. 

In legislative and governmental con- 
tact, your A.B.C.B. is the National 
voice through which the industry ex- 
presses itself. 

Research and technical assistance 
has always been one of the major ac- 
tivities of A.B.C.B., and as a result 
of this work, the association has es- 
tablished a technical service labora- 
tory in Washington, which also oper- 
ates a mobile field laboratory, to carry 
its services to the individual bottling 
plant. 

Public relations activities by the 
A.B.C.B. have during the past few 
years been expanded to include (1) 
the counteracting of harmful propa- 
ganda against soft drinks (2) the 
promoting of consumer demand for 
those products. The first objective is 
slowly being accomplished by bring- 
ing the healthful properties of car- 
bonated beverages and the results of 
recent research to the attention of 
doctors, dentists, nurses, dietitians, 
home economists and others to whom 
the public look for advice. The second 
objective is being sought by a_ pro- 
gram of publicity directed to consum- 
ers through news columns in the 








Why You Should Belong to A.B.C.B. 


women’s sections of the newspapers, 
in national magazines, in radio and 
TV, through distribution of educa- 
tional literature to teachers and 
schools, slide films of special interest 
to home economists and housewives. 

A.B.C.B. has a sales training pro- 
gram for route salesmen, with all ma- 
terial required to conduct sales meet- 
ings in large or small plants. 

It has a Manual of Sales Manage- 
ment—resulting from a nation-wide 
study of successful sales methods. A 
Manual on Management Service—con- 
sisting of a standard accounting sys- 
tem and record forms to. simplify 
bookkeeping and help to check costs. 
An annual cost sales survey is made 
showing national cost changes and 
sales progress, to enable those par- 
ticipating to compare their own posi- 
tion with that of similar size plants. 

A.B.C.B. has a manual for Job 
Evaluation—-to promote sound em- 
ployee relations. A manual for apti- 
tude testing and related forms to fa- 
cilitate prejudging of job applicants’ 
qualifications also is available. 

The Manual for Profit Planning is 
one to guide member-bottlers seeking 
relief from the current cost-price 
squeeze. 

A.B.C.B.’s products liability insur- 
ance has a very nominal rate, with 
the assurance of expert handling of 
all claims. 

It provides plant layout folders and 
various technical data to help pro- 
mote more efficient plant set-up and 
operations. 

Copies of Federal and State Laws, 
regulations and decisions directly af- 
fecting the industry, educational pam 
phlets on all phases of the bottler’s 
business or interests, including the 
results of years of research and ex 
periments are in its files. 

These are the services A.B.C.B. 
conducts for you. If you can use just 
one of them—and they’re all certainly 
valuable—you have a darn good reason 


for being a member. 


National Bottlers’ Gazette 























(Continued from Page 13) 





BEVERAGE PRICES ... BY STATES 





Cities 





Auburn 
Bangor 
Lewiston 
Portland 


Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 


Cumberland 
Silver Springs 


Cities 





Fall River 
New Bedford 
Taunton 
Springfield 


Worcester 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 














MAINE 

6-8 oz. I0-120z. Quarts 

.80- .90 .80- .96 1.90-2.65 

.90-1.10 1t.10-1.20 1.20-1.80 

80- .90 .80— .96 1.90-2.65 
72- .96 .80-— .96 1.00-1.60 
MARYLAND 

6-8 oz. 10-12 0z. Quarts 
80- .96 .80-— .96 1.00-1.60 
80- .96  .80 1.20 

.80 80- .96 1.20 

80- .96 .80- .96 1.20 

0- .96 .80-— .96 

80- .96 .80-— .96 1.20-1.40 

MASSACHUSETTS 

6-8 oz. 10-12 oz. Quarts 
70- .96 =.80-1.20 1.00-1.60 
70- .96 .80-1.20 1.00-1.60 
70— .96 = .80-1.20 1.00-1.60 
72-1.12  .80-2.08 1.25-1.60 
65- .96 .65-1.20 .80-1.80 — 
MICHIGAN 

6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
.90-1.12 1.10-1.25 1.44-1.60 
.90-1.00 1.25 1.35-1.90 
.90-1.00 1.10-1.25 1.44—1.60 
.90-1.00 1.10—1.25 1.44-1.60 
.90-1.00 .96-1.25 1.25—1.60 
.96-1.00 1.10-1.25 1.20-1.85 
96-1.12 1.10-1.25 1.45-1.60 
.90-1.00 .98-1.25 1.35-1.85 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona 

Red Wing 
Detroit Lakes 
Austin 
Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Sedalia 
Jefferson City 
Springfield 
Joplin 

Poplar Bluffs 


Cities 





Great Falls 
Helena 
Missoula 
Anaconda 
Butte 
Billings 
Havre 


Kalispell 














MINNESOTA 

6-8 oz. 10-12 oz. Quarts 
.96—1.20 .96-1.20 1.45-1.60 
.96—1.20 1.35-1.65 
.96—1.20 

1.20 1.35 

1.20 

1.20 

1.20 1.40 
.96—1.20 

1.20 1.40 
1.20 

MISSISSIPPI 

6-8 oz. 10-12 oz. Quarts 
.80 .80 .80 

.80 .80 .80 

.80 .80 .80 

.80 .80 .80 

.80 .80 .80 

96 .96 96 
1.00 1.00 1.00 
MISSOURI 

6-8 oz. 10-12 oz. Quarts 
.80- .96 .80-1.00 

80- .96 .96—-1.10 

90- .96 =. .96-1.10 .90-1.65 
96 96 

.85-1.00 .90-1.10 

.80 80- .96 

80- .96 .80- .96 
MONTANA 

6-8 oz. 10-12 oz. Quarts 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 

80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 


Cities 





North Platte 
Grand Island 
Omaha 
Lincoln 
Scottsbluff 
Norfolk 
Columbus 


Fremont 


Cities 





Reno 
Carson City 
Las Vegas 


Cities 





Perth Amboy 
Paterson 
Passaic 
Newark 
Jersey City 
Trenton 


Camden 


Cities 





Santa Fe 
Albuquerque 
Roswell 


Hobbs 


Cities 





Albany 
Hudson 

Troy 
Schenectady 
Syracuse 
Binghamton 
Amsterdam 





NEBRASKA 
































6-8 oz. 10-12 oz. Quarts 
1.20 1.20 

1.20 1.20 

.80 96 

1.20 1.20 

1.30 1.30 

1.20 1.40 

1.20 1.40 

.80 .80 

NEVADA 

6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.35 1.80 

1.30 1.30-1.35 1.80 

1.35 1.35 1.80 
NEW JERSEY 

6-8 oz. 10-12 02. Quarts 

.96 1.20 1.60 

70- .90 .90-1.00 1.00-1.25 

70- .90 .90-1.00 1.00-1.25 

.75— .96 1.10-1.20 1.00-1.44 

.60- .95 1.00-1.15 1.00-1.35 

.95-1.05 1.00-1.20 1.35-1.50 

.75-1.20 .90-1.20 1.00-1.60 
NEW MEXICO 

6-8 oz. 10-12 oz. Quarts 

80- .90 .80- .96 1.45—1.60 

.80 80- .96 1.45-1.60 

.80 .80 1.60 

.80 .80 1.60 
NEW YORK 

6-8 oz. 10-12 oz. Quarts 
.96 .96-1.20 1.30-1.80 
.96 1.30—1.80 
.96 1.30-1.80 
96 .96-1.20 1.30-1.80 
.96 1.30-1.80 
.96 1.30-1.80 
.96 .96—-1.20 1.30-1.80 











Dependable 


Fowler 


Equipment 


THAT QUICKLY PAYS FOR ITSELF 


The low initial cost of Fowler bottling equipment plus 
dependable service add up to savings that are more than equal to 
the purchase price of these appliances 


@ Case Painting Machine 
@ Case Printing Machine 


@ Case Rebanding Machine © 


@ Bung Puller 


Syrup Pump 


long years of 


@ Cooler Paint Remover 
@ Crown Hopper Control 


Empty Gas Drum Signa: 


Write Today for Full Information on These Appliances 


BOTTLERS APPLIANCE CO., Inc. 


675 Pulaski Street 


Athens, Georgia 








They'll love you in NOVEMBER as they did in MAY - - 


If you bottle .... 


~ SUNSATION”™ 


FRESH FRUIT TASTE 


Two color crowns 
ond advertising avail- 


able .. 


optional. 


franchise 


ST § 


Os 
FRUITY / 





ESSENTIAL PRODUCTS CO., Inc. 


90 WATER STREET 


Established i895 








NEW YORK, WN. Y. 
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Niagara Falls 
Buffalo 
Olean 


Jamestown 


Cities 





Asheville 
Charlotte 
Greensboro 
Raleigh 
Wilmington 


Winston-Salem 


Cities 





Minot 
Grand Forks 
Bismarck 
Fargo ... 
Jamestown 


Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton . 


Cincinnati 


Cities 





Bartlesville 
Tulsa 


New York City 














96-1.20 .96-1.20 1.20-1.80 
.96 1.40 

.96 1.20 1.45 

.90 .96-1.20 1.40 

.96 1.20 1.40 

NORTH CAROLINA 

6-8 oz. 10-12 07. Quarts 
80- .96 .80—- .96 1.20-1.60 
80- .96 .80- .96 

.80 .80- .96 1.60 
80—- .96 .80-2.08 1.20—1.60 
.80 .80 1.50—1.65 
80 80- .96 1.60 

NORTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
-96—-1.20 1.20 1.70—1.85 
1.20 
96-1.20 .96—-1.10 1.60-1.75 
.96-1.20 .96-1.40 1.60-1.90 
.90— .96 1.25—1.75 
1.20 1.20 1.80 
OHIO 

6-8 oz. 10-12 oz. Quarts 
.65—- .96 .80-1.10 1.30-1.65 
.96 1.45—1.60 
80-1.12 .96-1.20 1.20—1.60 
80- .96 .96-1.20 1.10-1.45 
.96 1.20 1.45 

80- .96 .80-1.12 1.10-1.50 
80- .96 .96—1.20 

80-1.12 .96-1.12  .90-1.60 
80- .96 .80-1.14 1.40-1.60 
80-1.12 .96—-1.12 1.25-1.60 
96-1.12 .96—-1.12 1.36—2.00 
OKLAHOMA 

6-8 oz. 10-12 oz. Quarts 
.80 .80 

80- .96 .80— .96 





Oklahoma City 


Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 
Klamath Falls 
Grants Pass 
Medford 
Coos Bay 


*Except Coke at .9¢ 


Cities 





Allentown 
Harrisburg 
Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 


Wilkes-Barre 


Cities 





Providence 


Cities 





Charleston 
Columbia 
Florence 
Greenville 
Spartanburg 














8C6-1.00  .80-1.20 
96 .96 
80- .96 .80-— .96 
.80 .80 
.80 .80 
.96 .96 
OREGON 
6-8 oz. 10-12 0z. Quarts 
1.50 1.50 2.00 
.90- .96 = .98 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1.80 
1.30 1.30 1.80 
1.30 1.30 1.80 
), 
PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
70- .96 1.12 1.00-1.45 
.80-1.00 1.00-1.12 1.40-1.60 
96-1.12 1.12 1.50 
75-1.12  .80-1.56 .90-1.65 
.65-1.20 .90-1.40 1.00-2.00 
.96—-1.12 1.12-1.20 1.45-1.60 
55— .96 §=.90-1.96 1.25-1.60 
.70-1.00 .90-1.10 1.00-1.45 
RHODE ISLAND 
6-8 oz. 10-12 oz. Quarts 
.60—- .96 80-1.12 .90-1.60 
SOUTH CAROLINA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96—-1.20 2.04—2.40 
80-1.20 .96-1.20 2.04—2.40 
91-1.25 1.01 2.04 
86-1.20 .96—1.20 
86 96 








Bottle washing problems differ. That’s why NIAGARAS 


are “custom-made”. . 
experience in bottle-washing requirements. . 


a satisfied NIAGARA customer near you! 


. with over 20 years of specialized 


There's 


© Available in several capacities and sizes. 


Ld 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 
225-27 FIRST STREET 


TOLEDO 5, OHIO 


" : | Mh He 








Cities 





Sioux Falls 
Aberdeen 
Rapid City 
Pierre 
Watertown 


Cities 





Nashville 
Johnson City 
Knoxville 
Jackson 
Memphis 
Chattanooga 


Cities 





Amarillo 
Wichita Falls 
Fort Worth 
Dallas 
Ranger 

San Angelo 
Waco 
Austin 

Del Rio 

El Paso 

San Antonio 
Beaumont 
Houston 
Port Arthur 
Eagle Pass 
Laredo 
Alpine 
Monahans 
Abilene 
Lubbock 


SOUTH DAKOTA 














6-8 oz. 10-12 0z. Quarts 
96 .96—1.20 
.90-1.00 1.20 
1.30 1.40 
.90-1.00 1.10-1.20 
96 1.10—1.20 
TENNESSEE 
6-8 oz. 10-12 oz. Quarts 
.80 
.80 
.80 
.80 
.80 
.96 
TEXAS 
6-8 oz. 10-12 oz. Quarts 
85-— .95 95 
.80 .80 
.80 .80 
.80 .80 1.65 
.96 .96 
.90 .90 1.30 
.80 .80 
.80 .80 
.80 .80 
80- .96 .96 1.20 
80- .90  .80 1.40 
.96 96 1.85 
.80-1.00  .80-1.00 
.96 6 
.96 .96 
.96 96 
1.20 1.20 
96 .46 
.96 .96 
.80 .80 


COMPANY + 4545 OLIVE ST. + ST. LOUIS 8, MO. 


Mekers of Bb 


en 
Qn 


walily PRES 


<) Ynee 1913 = 


— 


GOOD FLAVORS” 
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Cities 





Ogden* 
Logan* 


Salt Lake City* 


Provo 
Richfield 
Cedar City 


UTAH 





* Coca-Cola at .80. 


Cities 





Burlington 


Cities 





Alexandria 
Danville 
Petersburg 
Richmond 


Roanoke 


Cities 





Yakima 


Cities 





Bluefield 
Charleston 
Huntington 
Clarksburg 
Parkersburg 


Cities 





Kenosha 
LaCrosse 
Madison 
Milwaukee 
Oshkosh 
Sheboygan 
Green Bay 


Cities 





Cheyenne 
Laramie 
Rawlins 
Torrington 
Wheatland 
Casper 
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6-8 oz. 10-12 oz. Quarts 
1.00-1.40 1.00-1.40 1.60-1.80 
80-1.10 .80-1.10 1.55-1.80 
80-1.10 .80-1.10 1.55-1.80 
80-1.20 .80-1.20 1.55-2.00 
.80-1.40 .80-1.40 1.55-2.00 
VERMONT 

6-8 oz. 10-12 oz. Quarts 
.80-1.12 .96—1.12 1.25-1.60 

VIRGINIA 

6-8 oz. 10-12 oz. Quarts 
.80 .96 

.80 .80 

.80 .80 

80- .96 .80—- .96 1.00-1.60 
.96 .96 1.25—1.60 

WASHINGTON 
6-8 oz. 10-12 oz. Quarts 
.96-1.40 .96-1.40 1.68-2.00 
WEST VIRGINIA 

6-8 oz. 10-12 oz. Quarts 
.96 96 .85-1.00 
80- .96 §.96 1.20—1.60 
.76—1.70 1 .45-2.00 
1.20 1.20 

.96 .96 
WISCONSIN 

6-8 oz. 10-12 oz. Quarts 
1.00-1.40 1.40-1.60 1.40-1.65 
96-1.00 1.10-1.25 1.25 
.96-1.20 .96—-1.20 1.00-1.60 
.90-1.20 .90-1.20 1.10-1.65 
.90-1.20 1.00-1.10 1.25-1.40 
.95-1.20 1.10-1.40 1.35-1.50 
1.05-1.20 1.25-1.40 1.40-1.60 
WYOMING 

6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-—2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
90-1.20 1.20-1.30 


This is the 


Cross of Honor 


awarded to 


Mission Orange 


for highest 
quality in the 
International 


Conference 


Exhibition and 
Competition at 


Brussels, Belgium. 


are still open.. 


MMSSION ORANGE 


-- -THE 





For the second successive year, Mission Orange placed first 
in international competition at the Conference Exhibition and 


Competition sponsored by the Insitut d’ Alimentation in Brussels. 


Mission Orange is not only the choice of experts but has been 
an all-American favorite for over a generation. 
It is made from tree-ripened Valencia Oranges in one of the 


world’s largest and best equipped citrus processing plants. 


Top quality, plus long-established consumer acceptance, 
means consistently profitable repeat business to 
Mission Bottlers. It is so much easier to sell 


the brand everyone knows — the flavor everyone likes. 


The Mission franchise plan of operation means 
permanence — progress— profit. Desirable territories 


- write for complete information today. 


Americas Mout le 


MISSION DRY CORPORATION 


Mailing Address: Terminal Annex, P.O. Box 2477, Los Angeles 54. 
General Offices and Plant: 5001 South Soto St., Los Angeles, Calif. 
Divisional Sales Offices: 105 Hudson Street, New York 13; 


510 North Dearborn Street, Chicago 10. 


Canadian Distributor: Mission Orange Canadian, Ltd., 


159 Bay Street, Toronto 1, Ontario. 


Qual 


WORLD’ OVER 
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Small Parts Storage Cabinets 


The Equipto Division of Aurora Equipment Com- 
pany has introduced a “Little Gem” steel storage 
cabinet which it claims will previde quicker access 
to a wider variety of tiny parts than anything yet 
conceived. The cabinet is designed for use either 
individually, in stacks, under counters, or on shelv- 
ing. 

The drawer of the “Little Gem” measures only 
11” x 11” x 114”, yet the unit accommodates up to 
2% adjustable compartments enclosed on all four 
sides and bottom. Label holder identifies each com- 
partment. 








VAN TRUCK OFFERS MORE PAYLOAD 


Ability to carry more payload in a shorter overall 
vehicle is claimed for the Fageol Van Truck. produced 
by Twin Coach Co., of Kent, Ohio, and sold by Inter- 
national Harvester motor truck dealers and branches. 
This truck reduces the space required for engine and 
driver's cab to only 4 feet. Above unit is one of six 
recently put into service by Frank Fehr Brewing Co. 
of Louisville. 











THE “BEVADOR” 


A new, smaller Jew- 
ett Bevador that uses 
only 33” of floor space 
and refrigerates and 
displays up to 13 
cases of bottled bev- 
erages is offered by 
Jewett Refrigerator 
Co., Buffalo, N. Y. 
The Bevador puts 
bottled beverages “in 
front, in sight, and in 
reach”. It's a com- 
pletely packaged 
unit, ready to plug in 
and operate on ar- 
rival. Revolving 
shelves adjust to fit 
all size bottles. 
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Non-Slip Fittings For Plastic Pipe 


Barracuda brass fittings, recently introduced by 
Nelson Foundry Co., are said to offer a new and 
efficient way to connect plastic piping. They are 
designed so that the barracuda teeth grip the plastic 
inside and outside of the pipe, completely overcom- 
ing the plastic cold flow property which has made 
non-slip joints so difficult. An important feature 
is the fact that they do not cut down flow thru 
the pipe as they require no space inside. Barracudas 
are easily removed and can be used many times 
with full efficiency. 


Assembly is simple; the sleeve is slipped over the 


pipe and the tapered adapter or coupling inserted 
in the pipe. As the sleeve is tightened the set-back 
Barracuda teeth grip the pipe permanently. 

For full details write for Bulletin BD-200, Nelson 
Foundry Co., 6116 Oakton St., Morton Grove, III. 








ENGINE HOUR METER FOR LIFT TRUCKS 

Towmotor Corporation, Cleveland, Ohio, has an- 
nounced that the Hobbs Engine Hour Meter can now 
be furnished users of all Towmotor lift trucks. This 
instrument permits accurate recording of all phases of 
lift truck operation, and provides a reliable basis for 
computing complete costs on specific handling jobs, 
since it operates only while the ignition switch is 


turned on. 





NEW HAND TRUCK 
New hand truck, combining (T 
extra lightness with heavy 

load capacity and long- 
lasting construction, is of- 
fered by Honeyman Mfg. 
Co., 3925 S.W. Macadam 
Ave., Portland, Ore. It has 
a 500-lb. capacity, weighs 
only 18!1/, pounds. Outstand- 
ing features are (1) an ex- 
truded heat treated alu- 
minum alloy blade which 
has extra thickness at the 
base where maximum 
strength is needed; and (2) 
a “stair-climber’, with ex- 
tra-length runners which 
lift the load smoothly up 
stairs and curbs. 
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ELECTRIC FORK LIFT TRUCK FOR BOTTLERS 


Development of a specially designed electric fork lift 
truck for bottlers is reported by Lewis-Shepard Co., 
Watertown, Mass. Unit features noiseless operation, 
freedom from fumes, smoother power flow, no oil drip- 
pings, minimum fire hazard, and operating cost advan- 
tages. This new 2,000-lb. model, which actually uses 
components of 4,000 and 6,000 lb. capacity trucks, 
requires less than 9 aisles for stacking and weighs 
less than 4,000 lbs. 








ENN Crowns 


SPECIAL 
or STOCK 





SPOT 
or REGULAR 








"Jic Jac", New Franchise Line 


G. W. and Jim Sedgwick, of the Cherry Blossoms 
Co., St. Louis, have announced the formation of 
a new, separate corporation which will franchise 
a line of “thirst quenchers”, trade-named “Jie Jac” 
in the green bottle field. The product will be avail- 
able in 8 oz. and 82 oz. bottles, and will first be 
offered to Cherry Blossoms customers. 

Franchising activity has already begun, with the 
following bottlers already signed up for Jie Jace 
production and distribution: 

Coca-Cola Bott. Co., Herrin, Ill.; Coca-Cola Bott. 
Co., Salem, Mo.; Kiski Bott. Co., Vandergrift, Pa.; 
Moonis Beverage Co., McKeesport, Pa.; Coca-Cola 
Bott. Co., Morgantown, W. Va.; Coca-Cola Bott. 
Co., Waynesburg, Pa.; Pepsi-Cola Bott. Co., Mem- 
phis, Mo.; Pepsi-Cola Bott. Co., Keokuk, Ia.; Sparta 
Bott. Co., Sparta, Wisc., and Harra Bevg. Co., Osh- 
kosh, Wisc. 


Speedways New 1953 Catalogue 
Now Available 


The new 1953 two-color catalogue of Speedways 
Conveyors, Incorporated, was recently released with 
photographs and data on the latest Speedways 
handling equipment products. Speedways latest 
gravity wheel conveyors, gravity roller conveyors, 
gravity wheel and roller accessories, and power 
belt conveyors are all clearly shown and fully de- 
scribed to exact specifications. Power belt conveyors 
include Speedways portable, floor-to-floor and as 
sembly types. 

The new catalogue may be obtained by writing 
to Speedways Conveyors Incorporated, 1250 
Niagara Street, Buffalo 13, New York. 


For more than 20 years a reliable 
source of supply for precision-made 
handsomely lithographed CROWNS 
for the bottling industry. 


We also 
manufacture 
Screw caps 





CORK & CLOSURES, INC. 
1155 Manhattan Ave., Brooklyn 22, N. Y. 











THE ONE AND ONLY... 









«,, ROOT BEER 


» 
we 
qa 

Thar Mother used te 


The only drink of its kind with 
a successful selling record for over a 
decade! ''MA'S OLD FASHION 
ROOT BEER" tops them all—in taste, 


in profits, in year-round popularity! 


You can bottle ''MA'S OLD 
FASHION ROOT BEER" in the size 


you prefer for your market. 





Write for details. 


"The Kind That Mother Used To Make” 


OLD FASHION, INC. 


Wilkes-Barre, Pa. 


163 S. State Street 




















DLA’ ew 


You have to forget all the colas you've tried before 
—and taste and test "COLA DEW" to appreciate 
its unsurpassed flavor appeal .. . So, instead of our 
telling you how good it is, and how quickly it can 
bring you big cola volume, let us send you a sample! 


“GRAPE DEW’... 


an incomparable flavor which offers you an oppor- 
tunity to capture the important grape drink business 











in your territory. 


Write for samples and information on these two 
outstanding flavors. 


GRAPE DEW COMPANY 
1515 William-Oliver Bldg. Atlanta, Ga. 





NULOMOLINE 
ugar 





The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 


e@ Controls batches 
e@ Decreases labor costs 


TANK CARS 
TANK WAGONS 


Order direct or 
through your 
Sugar Broker 


e@ Increases production 

@ Eliminates bag dust, 
lint, and sugar 
spillage 


rege NULOMI 


be ST 














THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 
\. Brooklyn, N.Y. « Chicago, Ill. » Los Angeles, Cal. » Montreal, Canada 








Bulletin On Carton Stapling Machines 
A new 12-page bulletin covering the complete 
line of corrugated and fibre carton-stapling ma- 
chines manufactured by International Staple & 
Machine Co., 809 East Herrin Street, Herrin, Illi- 
nois, is now available. It illustrates and _ briefly 
discusses 20 different machines, including portable, 
manual, semi-automatic, and fully automatic models. 


Engineered Conveyor Systems 

The Alvey Conveyor Mfg. Co., St. Louis, has 
just completed a new booklet which describes and 
illustrates the application of engineered package 
handling systems in a wide variety of industries. 

The booklet shows how engineered conveyor sys- 
tems have been geared to modern plant procedure 
to increase efficiency. 

A copy of the booklet may be obtained by asking 
for Form 2591. Write to Alvey Conveyor Mfg. Co., 
9289 Olive Street Rd., St. Louis 24, Mo. 


Frostie Progress Cited 

Under the direction of Tom DeCorse, Sales Man- 
ager, The Frostie Company, Baltimore, recently 
held a general meeting at which executives and 
field men from several parts of the country reported 
on the accelerating growth of Frostie. 

George H. Rackensperger, President, declared 
that there had been a 69° increase in the number 
of Frostie bottlers and a 60°; increase in Frostie 
personnel over the past year. Eddie Leonard, As- 
sistant to the President, reviewed the sales and 
productive services rendered to franchise holders. 

Sales Manager DeCorse announced a new and 
more comprehensive share-the-cost advertising par- 
ticipation plan which will go into effect imme- 
diately. 

Field men who reported on Frostie progress in 
their areas included A. B. Albritton, southwest; 
Ed Dwyer, New England; Joe Reed, midwest; Milt 
Cooper, south, and Fred Joseph, east central. 











What Percentage of the Lemon-Lime 
Business Could Your Organization Get? 
Your Territory May Still Be Open 


Write B-1 BEVERAGE COMPANY 


2301 Hampton Ave., St. Louis, Mo. 








CONVERSION TOOL NOW MOTOR-DRIVEN 





Its Super Speed Conversion Tool, which accurately 
and easily converts sanitary bevel sect fittings and 
unions to close-fitting, leak-tight gasket seat joints, is 
now available in a motor-driven model, Tri-Clover 
Machine Co., Kenosha, Wis., has announced. With 
this tool, processing lines can be “cleaned-in-place,” 
thus resulting in substantial savings in maintenance 
and replacement costs over standard methods of brush- 
cleaning “take-down” lines. 





Paint Corporation of America, Cleveland, has added 
three new colors to its anti-rust paint line. Formerly 
available only in black, clear and aluminum, PCA 
paints are now also furnished in light gray, oxide red 
and chrome green. PCA paints are reputed to stop 
rust for years in one application, and can be painted 
over rusty surfaces without wire brushing, scraping 
or sandblasting and without the use of a primer coat 
of any kind. They resist moisture, mild chemicals and 
temperature changes, and are suitable for brush, spray, 
roller or dip application. 
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NEW CASE WASHER 








A new case washer which can be used to clean almost 
any type of beverage case—with the open side either 
up or down—is now available. This double compart- 
ment washer, only 8 feet by 2 feet wide, cleans 10 
cases every minute and will fit into any power con- 
veyor line. A catalog featuring dimensional drawings 
and photographs of the unit may be had on request 
from the manufacturer, Cherry-Burrell Corp., Dept. 
AS-5, 427 W. Randolph St., Chicago. 
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Latest materials handling aid is the Hydruped fork 
lift truck. Relatively low-priced unit is versatile, and 
can be operated safely and accurately in narrow 
aisles. Lifting—up to 114”—is through finger-tip con- 
trol on handlebar. Other features are power steering, 
instant reversing, low maintenance costs. Marketed by 
R. H. Corbett, Inc., 545 Fifth Ave., N. Y. C. 













Wig carriers 
- Every one a Shopper Stopper! 






Enjoy RC ot home! 
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ROBERT GAIR COMPANY, INC. 


AMERICAN COATING MILLS DIVISION 


ACM CARTONS CLAY COATED BOXBOARD 
General Offices: Board of Trade Bidg., Chicago 4, Illinois 
Offices in Principal Cities 









Weld Corporation, 3650 Richmond St., Philadelphia { 
34, Pennsylvania, is now available. 
Among the items pictured are skids, pallets, 
stackable pallets, pallets and skid boxes, racks, 
trucks, trailers, and special equipment. The catalog 
shows actual installations of these items in use. 


Banding Machine Available With 
Electric Eye Attachment 
For Printed Bands 


Economic Machinery Co., Worcester, Mass., Divi- 


tH, 


sion of Geo. J. Meyer Mfg. Co., has announced 
availability of an electric eye mechanism for its 
new Automatic Cellulose Banding Machine when- 


Zi 





ever the use of printed instead of plaim bands is . 
ACCESSIBILITY IN NEW MACK TRUCK LINE required. The machine is also available with bottle 
Mack Trucks, Inc. has introduced a completely new spotting mechanism when a printed band is to be 
truck line—the B Series. New line includes both trucks accurately located on the bottle. 
and tractors in 4 and 6-wheel types. covering a range With these additions, the new Banding Machine 


from 17,000 lbs. GVW through 70,000 lbs. GCW, pow- 
ered by gasoline or diesel engines. Accessibility is a 
feature of the new B Series’ design. Open-top engine from printed bands to plain bands by simply press- 
cavity in the dash is covered only by the full-length 
hood which provides complete accessibility to the rear 
cylinder. It is even possible to rebore No. 6 cylinder 


TURNTABLES PERMIT CONVEYOR VERSATILITY by simply removing the hood. 


New turntables for us2 with Sage roller and gravity 
wheel conveyors have just been announced by the 
Sage Equipment Co., 31 Essex St., Buffalo, N. Y. The 
turntables permit products being conveyed 2n straight 


becomes universal in application. It can be changed 






ing a button. 





2 +. 





Economy-Designed Fork Truck Uses 


sections of conveyors to be diverted at any angle, or No Clutch, Transmission Or Controller 
to pass straight across the turntables. Photo illustrates 

turntable positioned to show adjustability at 90°, 180 A new six-page bulletin describing and illustrating 
and 270’, for product diversion from straight line con- its ““Gas-O-Matic” fork lift truck has been pub- 


veyor system. F Ms : i 
lished by The Baker-Raulang Company, 1230 W. 


80th St., Cleveland 2, Ohio. The ‘‘Gas-O-Matic” is 
Baker’s unique new. electric-transmission truck 





which uses no clutch, transmission, controller or 
resistors. 

The bulletin explains the principle of the ‘“Gas- 
O-Matic” system with drawings, and tells how the 
truck achieves the 40°; fuel savings, 40°67 main- 
tenance-cost reductions and 50¢; greater life ex- a 








pectancy which the manufacturer claims for it. The Automatic Cellulose Banding Machine. 
° : With the Banding Machine, any container that 

ndlin 7 : 
Over 100 Materials Ha 9 is normally fed through automatic cappers, fillers 


The Hygeia—Bowden Single Aids Described In Catalog or labelers may be automatically banded at pack- 


. “s e ‘ ; A 3l-page catalog, illustrating over 100 pieces aging line speeds with consequent substantial im- 
Valve Water Filter is a rapid \ 3l-page catalog, — i. vel d pi ‘ : iging | : - : “9 : 
; » various res i esigns o aterials yrrovement in production, uniformity o yanding 
flow type and removes sus- of the . —— types an . oe Ex ig | : ; 
handling equipment manufactured by The Fab- and economy of handling. 


pended matter, turbidity, 
chlorine, iron, taste, odor 
and discoloration. 


these ties pode oe APH YR BODIES 


clear, sparkling water essen- “ 


gol areersy- chapter One Name 
tial tO good favor, unitorm - - - _ 2 3 
quality and better beverages. ECON omy TESTED : Wits Bottle 


They are available in various ‘ ‘ P 
; Hi-tensile, rust resis- 


Y sizes and capacities. tant steels and 500 to a One Quality 
) Ask for further information 1000 Ibs. less weight waren nay Ole 
Bowden Single Valve { on these filters used widely offer savings on oper- ANE Ten Flavors 
Water Filter in bottling plants. ation, repairs and ae 4 
Hygeia also makes the Lynn Self-Cleaning maintenance. : 
Stone Filter used in Bottling Plants FREE CATALOG Unprecedented 


Bottler PROFITS 


mene oar a mraat wt! 0-SO GRAPE COMPANY 
TEL ALLA AAALAC «SPECIALTY ENGINEERING CO. Te"**scis.Avs:.t Semyzect 5* oe ee eee 


HYGEIA FILTER COMPANY 
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CONSUMER CONVENIENCE 
















An array of new Whistle-Vess metal stands currently Whistle-Vess headquarters reports lively interest in these 
being offered to Whistle-Vess bottlers, provides a wide new units from all types of beverage outlets. The stands 
variety of point-of-purchase displays for all purposes. are made by Frontier Mfg. Co., Dallas. 
INSECT-KILLING PAINT 
An insecticide-containing paint having a lasting insect 

O-I Building New Technical Center; Floor Surfacing Material Makes killing power has been developed by Insecticide Paint 
Consolidates Publicity Operations Permanent Patches On Concrete Floors sanel bic ie Meee Hak. ached cee ‘e- 

Owens-Illinois Glass Co. has announced that it A floor surfacing material that makes permanent Season wen” ae tek is es 
is starting construction of a new Technical Center patches on concrete floors—making floors usable the fact, manufacturer states that washing with a mild 
n Toledo that will consolidate the company’s gen- day after application—is available from Midland detergent or soap actually increases its killing power. 
eral research program with the engineering activi- Paint & Varnish Co., of Cleveland. 
ties of its various divisions. Known as “Cleve-O-Cement,” the product is free 

“When completed it will be one of the most from asphalt, and will not crack, dust, crumble or 
advanced technical centers in the glass industry,” deteriorate under pounding from the heaviest 
said Oscar G. Burch, vice-president, research and floor traffic. It has a smooth non-porous surface that 
engineering, who helped plan the Center and will resists the deteriorating effects of plant wastes 
direct its operations. including lactic acid. 

Owens-Illinois also has announced the consolida- Applied in a layer one inch thick, Cleve-O-Cement 
tion of all its publicity operations into a single unit adheres tightly to the rough edge of the break and Cream Soda Does NOT 
within the Public Relations Department. becomes an almost integral part of the surface, Contain Coren 

In the new organization Joseph M. McGarry, as viving the repaired area a strength equal to the No. 4, Cream Soda, | oz. 
press relations manager, will supervise the prepara- total thickness of the floor. It eliminates the neces- Get your supply now! 
tion and release of all publicity and will be imme- sity of chipping through the base to the dirt foun- We also feature the complete Conron line. 
liately responsible for the corporation’s press rela- dation. Any plant handyman, following directions, a Full line of Soda Water Flavors. Write for Samples & Prices 
tions. He will report to E. D. Dodd, public relations reportedly can apply Cleve-O-Cement quickly, easily, B 
lirector. economically. 

Kenneth A. Hamel, as product publicity manager, For prices and further data, write Midland Paint ibe oe 184d sagane temas 4 ttn 
will supervise the product publicity of all operating & Varnish Co., 3801 E. 91st St., Dept. NBG, Cleve Ly [36h St} lew York 1K 1.Y 


“THE GINGER HOUSE” 








units and will be responsible to Mr. McGarry. land 5, Ohio. 


STAINLESS NICKEL 
STEEL plate) 4 


SANITARY VALVES LINE 
AND BRINE FILTERS 
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ALF temon 


STAR Half Lime and Lemon has that 
ie sity zip and tang that pleases and re 
fresnes every customer. Make this test 
write for generous free sample and you'll 
discover why 5 STAR Half Lime and Lemon 


¥ 
ay pop 
can mean more profits for you 


for Over 40 Years A TASTE “a. = oe 
TEMPTER! |water [°° 
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PERMUTIT 


Water Conditioning li Ieadquarters 































The Permutit Company 


530 West 12nd Street, New York 36, N.Y Broug BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O 


FITTINGS TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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DOING SOMETHING ABOUT THE WEATHER ... 

Everybody talks about the weather, and this time Double- 
Cola Bott. Co. of Chattanooga has done something about 
it—erecting this mammoth spectacular in city’s downtown 





Fi BE R 
HERE MAY pen IN YOU 
T A FRANCHISE OPED opy: 


WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 W. Talman Ave. 
Chicago 18, Ill 




















KIST CONFABS ... 


Merchandising plans for the months 
ahead were set by Kist bottlers in 
California and Montana at recent 
meetings. Top photo shows key per- 
sonnel of the group of Montana 
plants owned and operated by M. P. 
Godbout and H. E. McGinty. Godbout 
is shown standing at left; next to 
him is H. S. Embree, president of the 
Citrus Products Co., who keynoted 
programs presented at meeting. 
Lower photo pictures the California 
area Kist bottlers, their wives, and 
parent company representatives. 
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area. Thermometer hand is 6 ft. long; bottle, 28 ft. long: 
and 1,200 light bulbs plus floodlights illuminate sign. The 
size of the sign makes it outstanding. 


ST ‘AR — 


TRADE MARK REG. Opener 


cn STATIONARY 


sw BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
mMOW IT WORKS NEWPORT NEWS, VA. 
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NAMES IN THE NEWS 





\ 
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Atlanta Paper Co. 


Joseph H. Williams, formerly with the Liquid 
Carbonic Corp., has been appointed sales represen- 
tative for Atlanta Paper Company in New England 
and upstate New York. He will headquarter in 


3oston. 


The Squirt Company 


Hugh McKellar is now handling the dual role of 
Advertising and Sales Promotion Manager of The 
Squirt Company. McKellar takes over from Carl 
Hoffman, recently appointed to Squirt District 
Sales Manager in the Eastern territory. 

In his new position, McKellar will be working 
directly with Squirt Company bottlers in helping to 
meet both their promotion and advertising needs. 
He has been with Squirt for over eight years, and 
has been working in sales and advertising-sales pro- 
motion during his entire time with the company. 


Robert Gair Co., Inc. 


Wilbur F. Howell, secretary of Robert Gair Com- 
pany, Inc., New York, manufacturers of folding 
cartons, paperboard and shipping containers, has 
announced the appointment of George A. Bowen, Jr., 
as assistant advertising manager. Mr. Bowen was 
formerly in the advertising department at Otis 
Elevator Co. 


Diamond Alkali Co. 


Fred W. Fraley has retired as a Vice President 
of Diamond Alkali Company, it was announced at 
company headquarters in Cleveland last month. He 
resigned recently as a director. 

Mr. Fraley’s 25-year career with Diamond began 
in 1928 as manager of Diamond’s Southwest Sales 
Office in Houston, Texas. In 1943 he became Vice 
President—Sales, and had served as a director 
since 1947. 

















































TREEN BOX CO. 


Manufacturers of WOODEN BOXES 
OF EVERY DESCRIPTION 


TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 34.PA 
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NEW HIRES DIRECTOR 


Mr. George P. Orr, Sen- 
ior member of the promi- 
nent law firm of Orr, 
William & Baxter, has 
been elected a Director 
of The Charles E. Hires 
Co. Mr. Orr has been 
General Counsel for 
Hires for many years 
and is acquainted first 
hand with problems of 
the beverage industry. 






CONTINENTAL CAN 
NAMES 


C. H. Buckley has been 
appointed Continental 
Can Company's prod- 
ucts sales manager for 
beer and _ carbonated 
beverage containers, ac- 
cording to W. K. Neu- 
man, general manager 
of sales. Buckley, for- 
merly head of Pepsi-Cola 
plants in New Haven 
and Hartford, also was 
president of the Connec- 
ticut bottlers’ associa- 
tion and Ist v.p. of the 
National Pepsi-Cola Bot- 
tlers’ Assn. prior to join- 
ing Continental. 


HYSTER SALES CHIEF 


Election of Philip S. Hill, 
to post of vice president 
in charge of sales by 
Hyster Co., materials 
handling equipment 
makers of Portland, Ore., 
has been announced by 
Ernest G. Swigert, presi- 
dent. Hill had been gen- 
eral sales manager for 
the past several years. 
‘ Appointment of Jack 

4 Lewis to vice president 

@ | — production, also was 

‘ announced. 





“The best piece of bottle washing 
equipment we have ever used.” 


says WILLARD GLAZER 


Pepsi-Cola Bottling Co. 
Fort Worth, Texas 


THE LADEWIG 
BOTTLE WASHER 


For newest literature on this mod- 










I ern washer write to Archie Lade- 
WILLARD GLAZER wig Co. Waukesha, Wis., U.S.A. 











August, 1953 












Chas. Pfizer & Co., Inc. 


Appointment of Marshal N. de Noyelles as man- 
ager and Frank Black as assistant manager of the 
Chemical Sales Division of Chas. Pfizer & Co., Ine., 
was announced recently by John E. McKeen, presi- 
dent. Mr. de Noyelles, who has been serving as 
assistant manager of Chemical Sales, succeeds the 
late Robert H. Briggs. Mr. Black has been serving as 
manager of Medicinal Chemical Sales. 

Mr. McKeen also announced the promotion of 
Paul BE. Weber to the post of national field sales 
manager. He had been western regional sales man- 
ager in the Chemical Division. 


Coco Rico Beverage Corp. 


Robert Falcon has been elected director of mar- 
keting by the board of directors of the Coco Rico 
Beverage Corporation of New York, franchise bot- 
tlers of a pure tropical coconut soft drink with no 
artificial coloring or flavoring. 


B. W. Dyer & Co. 


B. W. Dyer and Company, N. Y. C., sugar econ 
omists and brokers, have announced that Roy M. 
Schwartz is now associated with them in a sales 
capacity. 


START BOTTLING 


Cash in on this 2 
popular sure profit, “9 
year ‘round beverage 


KAYO...the leader ‘ 
in Chocolate Drinks for 
over 25 years 


i, SZ 7, 297 Pearl St 
mitua gare ey == THEALL & PILE, INC. New vork city 38.417, 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 









DIVERSEY ASSIGNS NEW “D-MEN” 


New D-Men, field service representatives 
of The Diversey Corp., Chicago, who re- 
cently completed a four-weeks technical 
and sales training course and have been 
assigned to territories to sell cleaners, dis- 
infectants and insecticides. 

Front row (lI. to r.): J. B. Hawkes (Central 
Div.); Wm. E. Herbst (Canada); D. A. 
Sciuti (Central Div.); E. E. Bolt (Southern 
Div.); E. L. Bell (Southwestern Div.); A. 
Sylvestre (Canada). 

Back row: J. R. Martin (Central Div.); H. T. 
Fellows (Pacific Div.); P. L. Robinson 
(Southwestern Div.); L. G. Backenstoe 
(Pacific Div.); R. Silverman (Eastern Div.); 
C. J. Wernet (Central Div.); E. S. Anderson 
(Pacific Div.); R. E. Jenkins (Cleveland 
Div.): D. E. Stewart (North Central Div.). 






































MOJONNIER NAMES 


Mojonnier Bros. Co., Chi- 
cago, has appointed 
Barry League as sales 
representative in the 
South. Mr. League, who 
has been serving the 
trade in the Carolinas 
since World War II, will 
headquarter at Char- 
lotte, N. C. 
























DYER NAMES 


Alexander C. Muir is the 
newly - appointed Man- 
ager of the Research & 
Statistics Department of 
B. W. Dyer & Co., Sugar 
Economists and Brokers, 
N. Y. C. Muir served as 
assistant manager of the 
department for more 
than 5 years under the 
late Milton L. Huber. 



























For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - -- - THESCO 


~two favorites with bottlers who want the best! 
A Full Line OF Distinctive Quality Flavors 
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CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 


e For sale, Exchange and Wanted 
Advertisements are available at the 
following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. 
Address or box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


@ Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 


@ In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 





address given by advertisers. 





@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. 


All information is furnished by the 
advertisers. 

















FOR 


Opportunities, 


SALE 


Business Bottling Establishments 


FOR SALE In State f W 


tablished t equippe lit ele 
territory appro } initie le ¢ 
bilities 1.20 on sma L4ion 10 ] 
i ley it owner t i 4) ea Ci 
etire; eading nat ‘ 
neluding fla l ite the t 
equip., brick uilding can purchase busine t 
r without building; for particu write a aes 
BON SO] 6.-3 
FOR SALE Well-established bott int 
ited in San Bernardi Calit excellent tert 
tory with wide expansion | lite compa 
is been m contimuou peration ice TORY ar 
enjo a good reputation in the rea 1.20 § 
and l deposit present ners t ‘ «1 er 
est will accept reasonable tert t ualities 
person a BON SOS 6.70 


OF BOTTLING SYRUP 


Bottle it—taste it test it and you 
is a great Cola 
19 E. Lombard St., Baltimore 2, Md. 
(Offer is good in U.S. and Canada only.) 


only, MarBert is regularly sold as concentrate 





will discover why MarBert 


Send dollar to: MarBert Products, 
Syrup is available for testing 


You Can’t Buy a Befter Concentrate Than 


CLASSIFIED 
ADVERTISING 





THIS MONTH'S BOTTLE SPECIALS 
FOR PROMPT SHIPMENT 


785 cases 12 oz. ACL Tall Mission 
2000 cases 12 oz. ACL Tall Kist 
500 gr. 7 oz. Fi. ACL ‘'Hale’’, water shape, 8'' ht. 
150 gr. 7 oz. Em. Gr. ACL ''Cheer Up'’, new 
and used 
190 gr. Fl. 7 oz. ACL ‘'Holt'’ sodas, 8'/2"' ht. 
100 gr. FI. 8 oz. ACL ''Red Wine'’ sodas, 9'' ht. 
250 gr. Fi. 8 oz. new, plain sodas, 874"' ht. 
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ADVERTISING 
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Inc., 


Jacksonville, Fla 


MATHIESON 





Atlanta, Ga 
Baltimore, Md 
Birmingham, Ala 
Charlotte, N. ¢ 


Greensboro 


Knoxville, Tenn 


ICE 


enn 


Memph 
Nashville, Tenn 


lo 


New York, N.Y 


New Orleans 


Chattanooga, Tenn Norfolk, Va 
N.C Philadelphia, Pa 
Richmond, Va 


Saltville, Va 


W ashington, D. C 


Mathieson Industrial Chemicals Division 
Baltimore 3, Morytond 


Get this quality Dry Ice from one of the following 
reliable, speedy-service Mathieson Warehouses: 





MATHIESON CHEMICAL CORPORATION 


MarBert CoLtaaie. 





BIG SAVINGS WHILE 


FOR SALE. Buttlers attention ‘ to Ci Fe ; ; ' ts 
fornia where prices are $1.30 for splits and 2000 cases 24/8 oz. Fi. sodas, lettered, 87’2'' ht. FOR SALE Meyer Dumore S-wide, double 
ats. : mplete Liquid 12-spout equiy new 20,000 cartons 24/8 oz. Em. Gr. sodas, 7'/2'' ht. end, qts., split pints, 3-conzpartment washe » 
IM48; 3 beverage trucks; 2 franchises, 1 national 700 gr. amber 9 oz., lettered ''Red Top'’, 9'/2"' ht. 3-head Shields fillers; 1 Shields carbonator; 1 
] onl \%-yal. distribution in area in 40,000 cartons 24/12 oz. new flint, one-way. DAT SO-120b es washer ill in good condition 
peration; will sell « heay " account healt 10,000 cases 12/28 oz. flint and green, 117s'' ht. will sell reasonable as nee pace NEW YORK 
rea onable tern to right party BELFA 150 gr. 32 oz. ACL ‘'Indion Head''’, 11°%'' ht. BOTT. WKS 101-1014 No. State St.. Svracuse 
BOTT. CO.. 205 EF. 18th St... Baker Cali 100,000 new 12 oz. partitions, 2¢ ea ie > 6] 

s,-] 

Il. BASKOWITZ BOTTLE CO., INC. 

FOR SALE. Well-established bottling plant it 1301 Grand Street Brooklyn 11, N. Y¥. FOR SALE. —D&L 6-wide bottle wa 
Conn., GO miles from N, ¥ doing good busine t new 1904S Dixie mode I vuto , t 
franchise Royal Crown Cola, Par "ak and 150 Ww Kelvinat tantaneou 
Nehi beverage 120 cases an hr fully it ma ‘ I eria + 1G7T-SOOT CCNXS) neopres 

nery; ne reasonable offer refused BOX 2A-val. cat nator. rebuilt 1950: CC&S accur 
SI2 ‘ ‘ iting table ney [te Infiles water purifie 
‘S , FOR SALE Dixie me Z € id oN aie , pale fre ‘pled oe PETERS 

ous with sccumulating table aud conveyor driv BOTT. CO.. 116 W. Bay St.. Sa Ga 
part ind spider eos S.0o7. a 12-072 t S-} 
tle operating dary nstalling larger equ 
\ ‘ \ riced te ell PEPSI-COLA BOTT. CO 117 
FOR SALE South Beech St. Bryan, Obio—Sa1 
Machinery, Apparatus, Materials, Bottles, Boxes FOR SALE. DX vasher SN2976; 8-1 
single-e1 » yt ol excellent condition t 

. . . FOR SALE. Bal ] as t pt itt . pare art will take 6 32 ¢ 

FOR SALE Complete line of replacement qt Burn tiller emi-aute iter er with the et walk sates $2 600 f.o.b. our plant 
part = r shieid dee ng n achines, also ae It one lL hp compressor; $350 for a will sell se ratel | \ MAC CANADA DRY SYRACUSE. 3000 
ane FW RBA ORCL CS Meenes Sn’ e-nead PARKWAY BOTT. CO., 1014 Shackamax Erie B East., Syracuse, N. Y.—S.-1 
iutomat _ WATKINS, 1210 Prospect St Philadelp! Pa a9 
Sst., Castle Shannon, Pittsburgh 34, P 1-6 

. > , FOR SALE.--2 ‘ | ut Dixie é FOR SALE—-Ce1 Ww ¢ fille rial #40 

FOR SALE ( plete 40 ant iquid line mac HAKF-F-C_D DE-AF-F-710 and 713 B-D-DG-B-23 pure = 1947 
ne ci itip 4 12 M« eT Wa ner abet barnes Moi lit eT " ’ eT il ne pede | ] > ar lt) model HH Iso case erted in em} 1p ‘ as ne aC ‘ 
o ce 5 na ell-contaime refrig on unit, per ' Miller El wad: , er acl LITRBB-IS + ce POU tthe ‘ ste ete 
oy ead em ; et Purina daily ; nstailing I mit ni mpress« complete 4 tule litter t rut I { \ ve 
arger equiy available non GOLDEN AGE ; pres 1 me ‘meee a . “Ap Pg sr ‘ i ly 1 60 t 8 MN 
BEV. CO... IN¢ 600 FE. Exchange St Aker G A ee oe yee oe Ri my iin | ee | e pe ! te ‘ 

’ . No. 2146; Model B Dixie er, serial No. G2S5-R mixes ‘ é Wot: 1 ol x JS ut 
O y T-head Jumbo «¢ ner, serial N sO) Liquid ‘ a) ttle nute, 3 i hu 

FOR SALE. Available immediately n sel pare — pe No, 310; Lid t commodate HH | Frigic 
carbo-cooler; model 72, 2U7S4; 10 hy cellent : ‘ioe ey - a ore ibaa ‘ , t ‘ t ( ip} 

oi AL . aa » Hm) Infil vdrodareo filter uw ! ; ‘ extra pac 

riclitien Installed barge equi] rable ‘> - . z 

> > oe i n 2 approx Ih Ite ink ‘ in place vith $25 bottle pe e Me ore 
CANADA DRY BOTT, CoO Rk Pa arbon: 2 36 tainine net seniemiats shite aT PEPPER BOT co 1 Met 
plete } np. imspection light t il St he , ‘ \ a. .3 
ce ‘ 1 it pect tN t ‘ ive € t 

FOR SALE 1 M nnier 74% hp Carbo Coole cor tar case it ved tainle ‘ 
ebuilt, wall icrifice to make roon lu » altera W tney t 1 fo 1 urbole 1) t FOR SALE \ Neen CO EE l Life Time 

ns, $3,000; also rebuilt 6-head Barnett Foste up; the bulk of chine is heir ‘ se dae a Oe wcnl cis ; | OO 
ut phon filler, $1,500—FIRSTENBER¢ mtil March 153; we replace with tare Liquid water co INO-gal. ca 1 24-spor 
BOTTLERS’ EQUIP. CO., IN¢ 1-3 Powel eq can he se t-—SEVEN-UP BOTT. CO m ! P 1 
St., B n12,N. ¥ D.-tf IN¢ 2027 M1 S Char Nw. ¢ 4 og 

2 t 1 ‘ 321 l 

FOR SALE.—-5-wide Liquid Universal soaker _FOR SALE.-8 Mi i) 20, so I e-e! iz I t 
I2-spout Red Diamond filler; 250 gph Red Dia 17 Mil 7 » S25. not | than 6; 22 | vide Suy K lee : e1 . 
mond carb.; 5 hp York compressor with stainless lacol 1 SHO. not le than 6: 7 nall Jacol 2642 vl (> it 1 tnt t mu it 
teel cooler; all equip. but the cooling system new $25, sold in lot nly i varehouse ut Me t e al e-end imspe on x DUB 
n 1947, used only 2 yrs P. O BOX 735. crated write COCA-COLA BOT WKS | COCA-COLA BOTT. CO., Dublin, G 8,-1 
12. -tf 27 ¢ St Na Pent S.-tf 

FOR SALE, Ermold straight line auto. mul FOR SALE. 9 Coca- th dies, 2US a pees bi Se an ge genie 

tiple labeler model 70, G-wide tor body and neck case Capacity excellent tion, CA mens . SOAKCT " ] - i nl Jf Liqu fi) ou 
label m excellent condition Laquid bonator f Tl4 and 120 inches ‘ t iln t ome | "y 10. . 1. ee “en ‘ “a fe 
aM) | reconditioned water filter, quartz and traded from bottler converting to pallet vit ! ‘ ) ‘ ut ‘ nie ~ wh 

! ir, SOO pph, im excellent condition: Lomax ilso me BO, SOLD and 3016 W e tru ‘ t nn ¢ 

u maker and filter SRO, re nelitiones write odte from 240 to B14 case vit ile co ¢ ¢ 1 n ite 

call regarding these exceptional bu phone SN AMMD te HMI ornate everal Chevrole ay 1 e | ed ute 

Calumet — o-S9W) FILPACO INDUSTRIES ind GM. C.O.E. 1947 ar iS model COLA BOTT. WKS J hes ‘ge 
INC, 2414 So. Michigan Ave., Chicago 16, 11 CARR-WHITE TRUCK CO,, INC., S09 \ ; tog e* 
me St., Mobile IS, Ala.—-S.-4 ton, W. Va.—38.-5 





WE’RE MOVING! 


+}g¢——--—- -—- 


Call Buckner and get “the buy of your life” 
in all types of good used equipment! 


You save our cost of moving equipment plus 
the big saving you usually get when 
you buy at Buckner’s. 


call DAnube 6-1344 COLLECT! 


BUCKNER EQUIPMENT CO: Chicago 16 


National Bottlers’ Gazette 








SPECIAL CLASSIFIED CLASSIFIED 
ANNOUNCEMENTS ADVERTISING ADVERTISING AVE hi} % 


\w ~ 
BOTTLERS TRADING POST FOR SALE.-—-Approx. 7,000 cases 12-0z. Double FOR SALE 2,000-gal. stainless steel Cem 0 M ' d i 
Cola bottles, washed and in factory cartons; also irbonator, $2,250; 30-head Liquid pint mixer fl 0 all quipmen 




























































approx. 4,000 cases 10 oz. Nesbitt Orange bottles $2.950, thoroughly overhauled PEPSI-COLA 
GREENSBURG BOTTLING CO., Greensburg, BOTT. CO., 1030 East New York St., Indianapolis 
M fee 2, Ind 1.-tf. F di 0 i | 
| | or Immediate Delivery | 
FOR SALE.—40-spout Liquid filler, splits and FOR SALE.—2.000 cases 12-02. bottles in full- 
pints with Worthington compressor and T-head depth cases, one name; also lot of 3,000 cases 
Jumbo model E crowner, $3,000; 1000-gal. Liquid l2-oz., one name BARQ BOTT. CO., 3135 
Life Time carbonator, $1,000; Norwood 42” sand Sackett Ave.. Cleveland, Ohio.—5.-4 © CEM 12 head tumbler type bottle mixer 


and gravel filter, 42” purifier, 2 zone hydrex re- 
actor, all for $500; Evans heater 203, 3 section, 


@ WORLD ROTARY automatic labeler, 





$1,250; Infilco S)-gal. water treating plant con 
sisting of 30’ sand and gravel filters, 30’ purifier FOR SALE.—-Bargain in first-class case con for quarts 
hydrodarco, Permutit dealkalizer water conditioner, veyors and power stands. — CHATTANOOGA @ CEM 28 filler, rebuilt, 2 sets of stars 
$1,500; 32-spout Liquid filler, splits and pints wit} COCA-COLA BOTT. CO., INC., 201 Broad St., 
Worthington compressor, $3,700; 500-gal. Liquid Chattanooga 3, Tenn.-—5.-3 @ MEYER DUMORE l6w5c quart washer, 
Life Time carbonator, $550; 10-ton York ice ma very good 
out ; iti chine and cooler, $1,850; Liquid 15-head mixer, eames P 
S-wide Heil, late model, excellent condition. ie: wide Gal Sinead Uden Gale ®@ DIXIE Model “F" automatic filler and 
auto. unload, $1,000; Dixie model F auto., $1,500; FOR SALE Several hundred gr. 644 oz, Coca crowner 
Liquid Life Time carbonator, 300-gal., $300; boiler Cola sodas ome slightly used, in shipping cartons ; 
AUGUST SPECIALS ! °7 HP return ysten injector se water pump, right price to a quick buyer COCA-COLA « LIQUID CARBONIC 72 HP stainless 
$450; chain and conveyor, $9 foot.—-ROYAL BOTT. CO., OF CLARION, PA., INC., Clarion steel cooler 
10 ton Kol-Flo water cooler. CROWN BOTT. CO.. 701 N. Main. Ft. Wortt Pa.—8.-tf 
5 ton HyGrade water cooler, York Texas.—7.-2 @ CEM 20 filler, very good, 3 sets of stars 
Comp. e"D & L" 90 cph soaker-type automatic 
3-ton Frigidaire water cooler. FOR SALE.—App. 1,500 cases Nesbitt 10-02 washer, 1948 
12 and 24 spout Red Diamonds. FOR SALE.—-Cem 40 model B filler and crown t $1.25 per case or bottles only at Se ea.—-FLINT 1 2 
(Above can he seen in operation.) er, good condition, available in Mar. 1953; also BOTTLING CO., INC., 709 Mary St., Utica 8 © MOJONNIER 7'2 HP carbo-cooler, re 
Al P d Roll ane c ~ 800 gph CCS stainle steel saturator, available N. ¥ o.-< built 
so Powere oller — Be onveyor. now > P., BOX 736 » 
y Pe Tie aa Seen @ LIQUID LIFETIME 500 gph stainless car- 
BOTTLE SPECIALS! benator 
. FOR SALE.—300 gal. per hr. Liquid carbonato 
° FOR SALE. 6-wide Heil 1941 soaker; any with motor all in ca ll Rie "S275 at pre. e MEYER DUMORE Bw2ec quart, rebuilt 
500 gr. 6 oz. flint sodas. reasonable offer accepted; must make room avail ent location this city, not crated.--O, L. McCAR @ PERMUTIT 28" sand and carbon water 
1500 cases 7'/2 oz. tall sodas. ible—P. Q., BOX 737 12.-tf NEY, 1004 No. 10th St., Independence, Kansa 
Mary filters 
1000 cases 32 oz. bottles. . 
@ LIQUID RED DIAMOND 15 head tumb- 


3,000 cases 24-oz. ACL bottles. 
FOR SALE Cem 20 iruper-filler-crowner ,; ler, 3 sets of stars 


splits to xcell oO on; dis ; SALE rr. 6 Star bottle hi 
plit t at ; excellent condition; immediate de FOR SALI SMM) gr. 6-02 ttle white e"D& L" 75 cph soaker-type automatic 


A | D M O N livery.—P. N., BOX 734.—12.-tf. ee ©, $3) 4 ge | g. fob, Ortun wa. “ OCA anaes, 4000 
: @ STAR LIQUID 20 disc syrup filter, very 


BOTTLE & SUPPLY CO.. INC. FOR SALE.—Model B Dixie, serial No. 361; good 
FOR SALE on 1 | auto Dixie filler 














priced low for immediate sale; torage space 2 rd 
7615 Third Ave., Brooklyn 9, N. Y needed.—P. G., BOX 725.—11.+t Mach. #AF-F-C-DH DE-AF-F-710 and 713, motor © CEM 500 gph stainless steel saturator 
. tg y ' ° ° Milie ied Ih and 16 model Liens 3 pr. e LIQUID LOW PRESSURE 32 spout filler 
\ BEachview 8-3450 Miller Hydro se, a ci, site te with crowner 
FOR SALE.—18-spout Liquid filler; erial tank condenser ; model ( Dixie filler, serial #2146 @ MEYER DUMORE 12w4c pint washer, 
No. 144; in operation now in plant in Ohio; price model B Dixie filler, serial #6285-R; 7-head Jumbo 
F rf very good 


, 


We Will Buy (And Sell) At Any Point = ssn RH BOX T8540 cap., serial #370; Liquid carbonator, 200-gal. cap. © OSLUND automatic labeler, rebuilt 


Larkin cooling tank, 2 20” Infileo hydro-darco 





























n i i : 
Any Quantity of Emptied 10-Gallon Grapette, wat filters, sand, gravel and carbon; 2 approx. 15” fil © LIQUID RED DIAMOND 12 spout filler 
Double-Cola, and Pepsi-Cola Metal Cans; FOR SALE. — 32-spout Liquid low-pressure ters, sand, gravel and carbon; 2 36” stainless steel with variable speed 
and Also Wooden Kegs, Barrels and Steel siruper and filler with Jumbo CCS automatic iccumulating tables complete; 2 4-comp. inspection 
Drums. crowner S-wide Liquid Super Kleen washer ; 500 lights with stands; conveyor line inspection light © 10 HP Freon compressor with instan- 
gph Aqui sile ime carbonator; ori rotary we have plenty ot conveyor, tands, nd case 
BUCKEYE COOPERAGE co automatic labeler; 36” rotary accumulating table; ardened stainle teel Whitnes prew é bares Bs af taneous water cooler 
” 2 100-gal. stainless steel tanks; 10 dise Star Liq for a double Dixie hook-ur the bulk of this ma e LIQUID RECIRCULATING 1,000 gph 
3803 Orange Ave. Cleveland 15, Ohio uid sirup filter; would like to sell all, but any hinery was being used 1 ti] March 1953 ae : ' 
9 reasonable offer for all cor part will not be refused placed vine ao sania, can be seen at “7 U Ir’ stainless steel carbonator 
P, T., BOX 740.—12.-t{ BOTT. CO., INC., 2027 N. Tryon St., Charlotte @ WATER POLISHERS 4 to 20 disc capa- 
V VN. C.—6.-1 cities 
Charles =. J A C @) B '@) W | T l @. : : ite ati 4 . : c © CEM 250 gph stainless steel saturator 
3071 MAIN STREET BUFFALO 14,N. Y. AMHERST 2100 FOR SALE ne 1939 Cem 40 spout; ae 
ed dai putting 11 irger equip.—GOLDEN FOR SALE Liquid 12-spout. filler OM py e LIQUID RED DIAMOND 250 gph stain- 
AGE BE Ye CO } Sad 600 E. Exchange St., Liquid catbonator, 6-wide Universal washer: 0 less carbonator 
ar : 
, equiy bought new 1047 can be bought e! ° 
WE ARE READY TO BUY ean: 20-aal. Liauid carbonator, Roberts sand ® AUTOMATIC & Semi-automatic label- 
ind gravel filter, sirup room equip., 1948 Dodge ers for ONE-WAY bottles 
truck, 1941 Ford truck, beverage bodies, wooder 
ss FOR SALE.—Cem 40 Model B, excellent con Aegr e ' oo rs 4 BA . e CEM 24 filler, rebuilt, 3 sets of stars 
good, late model equipment tion; 12W5C Meyer Dumore quart double-end ua at he Cae, ee 
washer, good condition; other equipment; imme oN. doth Iphia a) © 1,000 gph PERMUTIT water treating 
diate delivery; write or ’phone.—FIRSTEN BERG system 
If you have surplus equipment, including _ a k ag jas ak CO., INC., 301-307 
‘owell St., Brooklyn 12, N. 3 
bottle washers, fillers, labelers, or syrup- : FOR SALE.—Used Dixie F. Miller Hyd This represents only a partial listing. 
room equipment give us complete specifi- paker {Mb ¢ suite unloader 18” dealkalizer and 
0 juiy ) I I Rite und carbon anit> Ehows machin » opera Tell us what you need; we have it! 
cations and details. We are always interested sine “emi pmatiaton amen HV MM) case 
in buying this machinery. Be sure to give FOR SALE everal hundred gr Hires 12 washed and bottle , take splits to at 
omplete deta 1 first lette luding age r, ACL bottles; packed and available for imme ell for $2,500, ca tern replacing | w 
comple ietuils in first letter, including 1 te shipment CANADA DRY BOTT. CO larger equi PEPSI-COLA BOTT. CO Al 
ondition and your asking price. We "= King St.. ¢ eatot : o tf e. Nebra 7 
are prepared to inspect and pay cash imme- 
diately Also remember if you have any 
equipment requirements, we will be inter- : , y hy 
ested in talking ‘trade deals."’ We have the FOR a mee « 40-spout | r 8 id E ay FOR SALE Complete Liquir 12 
ill-pint quid bottle wa € wide srmoid ut plant fexcept carbonato val ¢ ] 
largest stock of good, late model equipment beler: 1 10-wide Ermold labeler: 1 1 ead Liq ’ ‘ e 
i ¥ 4 ' i 4 it) s i i t b } ft | te 
available in this country xer 2 Jur rowners 1 4-12 half-pint to ind accumulating table i n ¢ condition BOTTLERS EQUIPMENT CO. INC. 
tart Meyer washe GOLDI N AGE BEV 2 00 1s ind where CROWN CARBO 301-307 Powell St., Brooklyn 12, New York 
( <P Y gstow pa ) re \ NG CO imlet. 3 ( 1 fee 





In business for over 60 years. 


95 


Sewing American Industry for over 30 Years 








August, 1953 
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YOUR CUSTOMERS ARE CALORIE 


HELP WANTED —_—||_ FOR SALE- SACRIFICE! | | ro 


; | Cash i the demand for sugar-free bever- 
Two Complete Forty Spout Lines | | : oo aS 


HELP WANTED. — A reliable manutacturer With Thousands of Dollars 
sellin nationally to te bestiors ond | ened Worth of Spare Parts SILVER KING SALES co. 


manufacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open a ae 
territories; these men should know the industry 412 — phy aaa Serial 8978 
and possibly have another line which they are now C 2 bate wer S256 

selling to this trade; if you are in a position to } ae 1000 ¢ Ra i * 8 +141-10 
extensively cover your territory with an outstanding World a ienedle ‘Getars tabaler = R9875 


BOTTLING 
EQUIPMENT... 


Foremen Helpers, Practical Bottlers, Salesmen 


Waukesha, Wisconsin 








Rebuilt 





line—already established and well known, here is - é : ; 
and an unusual opportunity to substantially increase Standard “ere Feet pa A oe ‘— ableagay 4000 cases 1/2-gal. Amber steinies packed 6 in wood 
your earnings; write fully, ae experience, snd 8900 ” se oe ee 175 co h bottl ked 6 h wood 
P . : i ) ° . cases §$ on orries oc eac w case 
Guaranteed goes ponerse yee Bon 60s od 1 replies con This line was installed in 1937. Labeler was installed with heaae P 
. sae ae = | new in 1947; packer new in 1949. Dials and parts to 75 cases syphon borrles packed 6 each wood case 
i MAIO, Citecsinn weed: ol. | eo ee Oe oe without heads. 
éaltlavna i ‘sotiligiok , apith” pe , : 10,000 cases Flint 12-0z. export shape beer bottles 
— abiisnec fiavor use wants men, wi consi er Meyer 512 int washer, Serial 2 B734 acked 2 doz. po er cases. 
side line or full time.—S. F., BOX 809.—7.-tf Cem 40 B filler #150 1250 r. 61/2-0z. Emeraid Green beverage bottles, 
: i , Cem 1!2 head mixer 2599 initial on shoulder, packed in paper crate service 
HELP WANTED.—Excellent sales executive Cem 1000 gallon #V-10-B-477 Saturator cartons. 
Write eee opportunity; well-established midwest manufac- Standard Knapp Automatic packer with Automatic 3000 cases Grapette bottles. 
turer of beverage machinery requires the services conveyor feed Model 830-A, serial numbers 1990 3000 cases Orangette bottles. 
Wire of a man capable of building, organizing and ad ant 245. Ned 90. Peck de 4000 cases Lemonette bottles. 
lolli ministering sales department; must be experienced, is line was installed in | . Packer was added in 
free to travel extensively and have basic mechan.- pices . SIGNER BOTTLE SUPPLY COMPANY 
cal knowledge of bottling machinery.—-S. B., BOX ials and parts to run 9 ounce and 12 ounce. Wilstach Dalto " io 
or Phone did 805. -7.-6 This equipment is in good condition and running every & Dalton Ave Cincinnati 14, Oh 








ay. 
SALESMEN WANTED.—Neeco coffee soda; It will be available about the end of October. 


RA-9-3173 
sales manager experienced in franchising, three, 
BOTTLERS SERVICE CORPORATION | Middle West, South, and the West Coast; men | FAYGO BEVERAGE CO. 
FOR SALE 


with vision, wo can carry themselves, this , i 3 
43-77 Vernon Bivd., Long Island City 1, N. Y. opportunity for opening territories for the only 3579 Gratiot Ave. Detroit 7, Mich. 





























new drink with the widest appeal.._-THE NEECO WAlnut 5-1600 
COMPANY Div. of the ATLANTIC EXTRACT | 2500 Cases 7 oz. Half Depth 24's 
pp BG INC., 134 Fulton Street, Boston 13, 10,000 Cases 12 oz. Export Shells 
mass , — nn , 100,000 Paper Partitions for 12 oz. 
WANTED TO BUY 4 
HELP WANTED.-Production foreman to op . ™ 200 Gross 12 oz. ACL Tall Sodas 
WANTED SURPLUS B-1 BOTTLES erate small plant im Miami, Va : =o hate Bottling Outfits, Bottles, Boxes, Machinery, Materials Many Other Style Bottles and Cases to offer. 


= knowledge ) 
Interested in large amount of both the 7-02. filler ; aust be able to mix sirups and make all Contact us before you buy. 


WANTED TO BUY.—Stainless steel carbona 


| 
f Meyer Dumore washer and Cem | 


and 28-0z. ACL B-1 Lemon-Lime bottles. necessary repairs; steady position with future; ies eed Watemaauenes wider eualeee. a tlees: «+ * 
Advise price f.o.b shipping point, quantity apply W 4. I a “gt *, a a Foot of Van also Cem +4) fillers and bottle washers, 12 to 24 
Ivke St., rooklyn 31, oO -_ i werene ash prices aid. —F TEN. 
on Te Ses a one oe —— BERG BOTTLERS" EQUI PMENT Coin We will buy any quantity Surplus Bottles, 
° HELP WANTED.--Plant foreman and me 301-307 Powell St., Brooklyn, N. Y¥.—12.-tf Boxes, Partitions. 


c/o National Bottiers' Gazette, 9 E. 35th St.., chanic; capable of assuming complete responsibility | — - 
New ork ie, Neto sin i emf aap’ | WANTED TO,BUY, 0s cn 2 ue | BENN BOTTLE & SUPPLY COMPANY 


duction lines including steam boilers and refrigera 
5619 Cherry Street Phiia. 39, Penna. 





tion equip; local license required to operate boilers — | HAVANA BEV. CO., 3410 W. Lake St., Chicago 
and retrigeration; plant located in Pa,; steady em 24, INl.—6.-1. 


ployment and good opportunity for the right man; o ; : 
tate age, experience and salary desired replie WANTED TO BUY. Lift jack; wheels should 
confidential; write S. I.. BOX 813.—8.-2 have diameter of 9 inches; for use under skids that 


are 9% inches off floor; jack cannot be wider than 


‘SN It’s | d! ars Bm inches, o& oor jack canna han | 
It 5 ew! ts mprove . HELP WANTED.—Experienced salesman, Pa., inches long. NBT BEVGS., i. cote. ALWAYS BUYING i 









































New Jersey, New York, who knows the soft drink ; 
A-1 COLA BASE CONCENTRATE bottlers; salary and expenses plus bonus; car fur A 
“Th C | 1S Fl is pienee 5 eve particulars; confidential.—R. M., WANTED TO BUY.—Bottling plant in the Soda Water Tanks — Block Tin Tubing — 
e o/a oOo uperior évor ; sional dihnes vicinity of Syracuse, Rochester or Buffalo area 
scan isda alee Se aac aaa cin =~ = teen euateins e+ betier: tot Gilereted ’ in Syphon Tops. Get Our Prices First! 
-— Flavor chemist, able to local brand operation; would like to purchase a 
Ctoreres LASORATORIES. ING. » entre Blagg ag Boonen soggy My BO .o- going ag tene ee ata without good will; RELIANCE LEAD SOLDER & BABBITT C0., INC. 
" + ° i 4 § ore . oO ) c . - reply sen a } 
612 Ne. Orleans —_ — stand all angies of the business; this is a small 399 Genesee Sf. Buffalo 4, N. Y. 
aggressive company; will share on a bonus ar- WANTED TO BUY. Burns model G, recent 
rangement plus a moderate salary—N. V., Box year, must be very cheap; also gal. stainles 
652.—10.-1. steel storage tanks > 3 BON SI4 8.-1 
: a WANTED TO BUY..-- 1 at., 24-wide, 5-compart 
FOR SALE HELP WANTED.—Production superintendent ; ment bottle washer S. K., BOX 815.—8.-1 
experienced with Cem 20 and Miller Hydro; ex- a 
1s0M—12 Pertith $45.00 M deli do cellent opportunity for right man; southern section WANTED TO 4 ff - oz. and $2-oz change WE BUY—SELL 
_— oz. For ons. . per eliverec ra- of count R. Y., BOX 802.—7.-1. over parts tor Cem 12-head spinner mixer 
divs 700 miles of Buffalo, N. Y. Lots of 2500 or mere. =e ; NEAPOLIS BOTT. CO., 245 So 14th Ave BOTTLES eee CASES 
+ oad ss wANTEb: 13 cn Sear bellies, tn full depth HELP WANTED.—Sales route supervisor for Minneapolis, Minn.-s.-1 Any type .... large & small Quantities. "An 
} la pomcratecgy My Spee J Co, in middle, western city of | WANTED TO BUY.-Wood cases. all. size exchange can be arranged"— contact 
ma i a aa ilies — » to Ww 3ARNES & SN oll W 
BISON BOTTLE COMPANY, INC. 5-38 | Bee a L ae woe * OHIO BOTTLE AND SUPPLY CO. 
28 WASSON ST. BUFFALO 10, N. Y. 420 Morgan Avenue Akron, Ohio 
WANTED TO BUY. Model E Jumbo crowne: Akron Phone: PR 3-5145 Cleveland Phone: UT 1-379) 
- good condition; preferably with 10-0z tal; 
> , advise price, condition, age, serial no. and size dial 
WORK WANTED NEHI BEV. CO., Cordele, Ga.—7.-1. 
Situations — Salesmen, Uottlers, Foremen, Helpers | WANTED TO BUY.—Cock ’n Bull ACL 12-0z 
bottles; please state quantity and price MINNE 
FILTER PAPER eee FOR POSITION WANTED. Bottling plant super | HAHA WATER CO., 3700 Prospect Ave., Cleve LABELERS 
intendent in soft drink plant; total experience 24 | land 15, Ohio.-——7.-1 : 
WATER SYRUP AND years, 9 yrs. production superintendent; thorough | ERMOLD automatic _ 8-wide labeler, built 
] knowledge operating and maintaining full line of | WANTED TO BUY.--50-60 low-pressure Liquid 1947, excellent condition. Feeds left to right. 


Liquid machinery; Meyer soakers; age 42; single; | Carbonic filler; in good condition; please state in Now set up for body and neck labels on 
ITRIC ACID would go anywhere.—-S. D., BOX 807.—7.-2 | first letter age, condition and price S. C., BOX 
Cc | os 12 oz. beer bottles. 


SO) ry 
POSITION WANTED.— Bottler and mechanic ; OSLUND automctic Duplex Rotary labeler, 





We can match any size—any kind—just send 20 years experience; understand most all makes | unused since it was rebuilt in 1948. Feeds 
of machines; know sirup mixing, water treating, | H 

one along as a sample. iaalnibae? aaa uae wanes ol Mage od pee ag | BOTTLING EQUIPMENT FOR SALE A gpl ¥ — Now set up for body label on 
sults ; go anywhere ; am employed but desire | Complete ‘'Dixie F'’ bottling line made in U. S. by oz. borties. 

We carry a large stock of the quality you change—S. E., BOX 808,—7.-2. Crowe Cork & Seal Co. Never used or uncreated. or “i Washer, 8 wide, 3 comp.., 
emma - | Capacity 3,456,000 10 oz. bottles a year. Also takes ouble end, handles split i 

need. Immediate Shipment. POSITION WANTED.—Unusual background | g oz. bottles. $25,600 FAS North African port. Non- aun OF alee Gee seen pints, unused 
and experience in industry available; have dollar currencies accepted. Immediate delivery. . . 


owned and operated successful plant 14 yrs.; pre 
Ss. ERVIN DIEHL, JR. viously in upply wl y can handle sal produ c/o ee, §.. a Gazette PERRY EQUIPMENT CORP. 
1300 No. Front St. Philadelphia 22, Pa. | SON "RON RIT Re Ne | 9 E. 35th St., New York 16, N. Y. 1419 N. 6th Street, Phila. 22, Pa. 














s National Bottlers’ Gazette 











THE LAST WORD 
kee ke ke ee 


Tue industry’s leading technical men recently 
formed a new association for the basic and meri- 
torious purpose of developing, correlating and 
disseminating soft drink production “know how”. 
The new group, in our estimation, fills a void long 
felt in this industry. Up to now, while technical 
research on all phases of beverage production had 
been privately conducted by many companies and 
the national association, the results were too 
often hidden in company files; too much duplica- 
tion was being done, and the lack of a wide 
exchange of information often hampered the 
work. Now, with the machinery available for the 
exchange of data, the pace of our industry’s tech- 
nical progress should be materially quickened. 
We wish this new group long life and success 
and are sure it will gain the support of all factors 
in the industry. 


Speaking of organizations, we would like to 
see something of a similar nature develop within 
the framework of the State associations. Nomi- 
nally, they all at present report to A.B.C.B. and 
correspond to some slight extent among them- 
selves, but the structure is too skeletonized for 
best results. Two years ago in Chicago, the 
national association sponsored a two-day State 
association business conference which showed im- 
mediate results in the improved work and status 
of many of the State groups. In the absence of 
this, the only other meeting of the State associa- 
tions is the relatively ineffective morning meet- 
ing of presidents and secretaries at each of the 
annual conventions. If we remember rightly, the 
State associations pressed for the appointment 
by A.B.C.B. of one of its staff members as a full- 
time liaison officer between the national associa- 
tion and the State associations, and as a coordi- 
nator of the activities of the 40-odd State groups. 
Nothing has come of this suggestion, which had 
considerable merit then and is even more impor- 
tant now. If this idea is not consummated, some- 
thing else with the same end goal is needed. 


This column cannot refrain, as a last word, 
from commenting briefly on the uneasy peace 
that has come to Korea. We view with sober satis- 
faction the end of the conflict which cost us so 
much in all the terrible payments war exacts. 








@ Since its introduction, Pfizer Citric 


Acid Anhydrous has been acclaimed by 
many of you for its labor and cost- 
saving features. 
Now you'll be glad to know—Citric 
Acid Anhydrous has been recognized by 
the U.S. Pharmacopoeia and our prod- 
— uct will hereafter be called Pfizer Citric 
‘iach id Anhydrous Acid U.S.P. Anhydrous. 
Citric Act Pfizer will continue to sell Citric 
Acid U.S.P. Hydrous. The only differ- 


Carries the ence between the two products is that 

° ° | Citric Acid U.S.P. Hydrous contains 

\) S P Designation: 8.58% water of crystallization while 
oUet* 


the anhydrous material contains none. 

Regardless of whether you’ve been 
using the anhydrous or hydrous prod- 
uct, be sure to specify Pfizer Citric Acid 
on your next order. 


CHAS. PFIZER & CO., INC. 
630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: 
Chicago, IIl.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga. 


Pfizer 


WRG ACO ULs.2 





Manufacturing Chemists for Over 100 dears 











Wheu tt comes to 


GIPRUS PLAWORS 2: 
Come to Foote & Yeukes 


Far Lemon 


Choose Isolate Lemon — the standard of quality for 69 years. 
Clear — brilliant in the bottie. No musty or woody taste. 


Terpenes removed at room temperature. Perfect for lemon or 
hs ee 


Sa 


white soda. 


For Lithiated Lemon 


Choose Isolate Lemon and Limes ~—just right for a bright, clear, 
fast-selling bevertige. Delicately blended. Terpeneless. Nat- 
ural. Ask for balanced blend of mineral salts, too. 


For Lemou and Limes 


Choose Clipper Lemon and Limes — natural blend with color 
and cloud. Two strengths. Two colors. Dense cloud — no ring. 


Lots of taste-appeal. 


For Onauge 


Choose from a wide range ofléUdy orange flavors — dif- 
ferent blends, strengths and shades of color. All natural with 
heavy, ringless cloud. Look good—taste good—money-makers. 
Also — clear, terpeneless orange for use as a base or re- 


inforcer. 


foole «. Jenks 


JACKSON, MICHIGAN 











FLAVOR SPECIALESTS SINCE 1884 














